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With Which is Combined 
Goop HARDWARE 


this “Charm” Deal 


Sensation! 


Mew 
dt Tf] 


INCOMET 
ALUMINUM 
Smart: Colorful» Modern 


Covers inlaid with black and green. 
A new group of aluminum utensils 
that will make any housewife buy. 
Modernistic in style. Decorative 
borders. Latest handles and knobs. 
Brightly polished. Handsomely labeled. 

Quality that you will be glad to 
recommend. Strong and durable — 
and moderately priced. 

This bright, gay, distinctive line— 
appropriately named “CHARM”— 
is sure to sell. 


ALUMINUM GOODS MFG. CoO. 


Manitowoc, Wisconsin 


Makers of” SIX BEST SELLERS (2 EACH) 


Lv | KO Costsyou...-.-+-++#e: 8 ‘ a a 
in 33%3% (on selling price) . -.- - : 
a pot ge South and West 


iW aX Cibt-be-bata-T-vol Large colorful window banner included with each deal 


Aluminum BUY FROM YOUR JOBBER 


The Hardware Dealers ' Magazine” 





CONCENTRATE ON 












SOURCES ? 


F you are ... then you are not getting the best return on 
your investment in brush stocks. 


Too many sources of brush supply complicate brush buying, 
encourage wasteful duplication of brush numbers, slow up 
turn-over and minimize brush profits. 


What real justification is there for buying brushes from several 
sources when you can concentrate on one? Osborn Brushes 
meet your customer's needs. 


If you are serious about wanting better profits on brushes, 
then Osborn Brushes will pave the way. 


Ask your jobber to supply you. If he can't, write us. 


THE OS80RN MANUFACTURING COMPANY 


5401 Hamilton Avenuc - Cleveland, Ohio 


Sales Offices: 
New York, Detroit, Chicago. San Francisco 





BUYING BRUSHES 
FROM TOO MANY 








PROTECT YOUR PROFITS 


HARDWARE 
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Byrd took BURGESS Batteries to the North 
Pole and he is now taking BURGESS to 
the South Pole for the second time! Lind- 
bergh uses BURGESS on his long flights 
across oceans when his radio batteries must 
be reliable! YOU CAN RELY ON BUR- 
GESS—to increase your battery sales in 1934, 




















NEW 400 HOUR 
DRY 'A' BATTERY $320 2) 


RETAIL ‘|| BURGESS || 
- et 

Speed up your battery turnover—increase your profit—with * 
this new BURGESS 400 Hour “A” Battery. The 2,000,000 
owners of battery operated radios are your prospects! @ You 
will find it easier to sell the BURGESS “A” Battery (developed 
in the BURGESS Laboratories for use with 2-volt tubes). It 
is 100% DRY, hermetically sealed. No servicing with water 
or chemicals! No injurious acids to fear. Operates in any 
weather, even at low temperatures. Easy to handle; weighs 
only 15 pounds. Can be used in any position. Cover is in 
attractive mahogany color. Operates for LESS THAN 1¢ 
AN HOUR! Order a supply, today. Each sale nets you a good 
profit. ® PROFIT with BURGESS in 1934. Sell this Quality 
line of Radio, Flashlight, Lantern and Ignition Batteries. Great 
explorers use BURGESS Batteries. Good dealers sell them. 





BURGESS BATTERY COMPANY 


FREEPORT, ILLINOIS 
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NEW FEATURE THAT 








LEADING JOBBERS CARRY STOCKS 
AND WILL GLADLY TELL YOU HOW 


Fence Life is Doubled 


BY PATENTED “FLAME SEALED” 
PROCESS THAT PRESERVES FENCE 
FROM RUST. ONLY ‘‘GREEN- 
BOTTOM” FENCE IS MADE FROM 
FLAME SEALED WIRE. 
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OFFERS YOU THIS 
~— Doubts FENCE LIFE 


NEW PATENTED PROCESS Preserves FENCE FROM RUST 


sie 





The new patented Flame Sealed process is an out- 
standing achievement in fence manufacture that pre- 
serves fence from rust for years longer than can be 
expected from ordinary galvanized fence. It puts a 
heavier coating of zinc on full copper-bearing steel wire 
(.20 to .30 points copper)—puts it on evenly, with no 
thin or unprotected spots—and the wire is actually 
Flame Sealed against atmospheric conditions which 
cause rust. 


@COSTS NO MORE THAN WIRE 
THAT IS “MERELY GALVANIZED” 


Continental ““Green-Bottom” Lawn fence is no higher 
in price than you are asked to pay for any number of 
brands of lawn fence that are just “galvanized.” When 
you are selling “Green-Bottom”’ Fence, you can point 
out its superior quality and still sell it at competitive 
prices. This is an advantage that every aggressive 
merchant will want to capitalize. It will insure in- 
creased volume and correspondingly increased profits. 


@PRICED TO GIVE YOU A 
SATISFACTORY PROFIT 


Continental ‘‘Green-Bottom” Fence, like all Con- 


tinental Steel products, is priced to earn dealers a 
satisfactory profit. For nearly thirty years it has been 
one of the largest selling quality brands in the country. 
Flame Sealed wire gives “Green-Bottom”’ Fence addi- 
tional longer lasting features that make it am out- 
standing fence value. 


@LEADING JOBBERS CARRY 
COMPLETE STOCKS 


The Continental line is complete, including lawn 
fence in double picket and single picket designs, 
Chain-Link and diamond mesh styles, with posts, 
gates and accessories. Leading jobbers carry com- 
plete stocks and can deliver the quantity of material 
you need, just as you need it. There is no necessity 
for you to stock any fence except “Green-Bottom.” 
There are styles to satisfy every demand. 


@ASK YOUR JOBBER OR 
WRITE US FOR FULL DETAILS 


If your jobber cannot supply you with genuine “Green- 
Bottom” Fence, we invite you to write us so that we 
may give you the name of a jobber who can supply 
your needs. 


CONTINENTAL STEEL CORPORATION 


KOKOMO, 


INDIANA 


Manufacturers of Billets, Rods, Wire, Barbed Wire, Nails; Lawn, Chain-Link, Farm and Poultry Fence; Gates; Black, Galvan- 
ized, Galvannealed and Special Coated Sheets; Galvanized Roofing, {also “Seal of Quality’ Roofing} and Kindred Products. 
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A SMASHING 


On the World’s Finest and Most 


Ree WATER 


HARDWARE AGE 








PRICE CUT --- 


Complete Line of Shallow Well 


a, 


SYSTEMS! 


ERE’S a challenge to every water system 
prospect on your list! Cash in now on 





these new “sales - compelling” prices. 


These are not new cheap untried units quickly 
built to meet a market, but the same regularly 


catalogued “precision-built” MYERS line! 






FEATUR ES 






Pr ecision Built 
Automatically Controlled 
Self-Oiling Pumps 
e 
Perfect and Continuous 
Lubrication 






The same FINE QUALITY 

The same POPULAR SIZES 

The same CAPACITIES 

The same proved PERFORMANCE 












* 
Double Bearing 


Center Eccentric Drive 












e 
Extra Large Valves 
e 
Unrestricted Waterways 
e 
Electric Welded Vertical 
Tanks Galvanized 
after Welding 
* 
Repulsion - Induction High 
Efficiency Motors 








Autdématic Control Switches 
with Overload Protection 






If you have not received this important an- 
nouncement by mail, write or wire us at once 
for dealer proposition that means immediate 


business and profits. DON’T DELAY! 







Air Volume Control 
-ioneered 







Dependable V-Belt Drive 
& 


And Many Other Equally 
Important Features 







HE F. E. MYERS & BRO. CO. 
* ASHLAND, OHIO MYE RS 
“Pump Builders Since 1870” hhae Saalaeen 


ef 
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DO YOU KNOW 


... that a Westinghouse elec- 
tric refrigerator was on exhi- 
bition at the Chicago World’s 
Fair in 1893? 








...that most Westinghouse 
dealers find it unnecessary to 
carry any stock of service 


parts? 
* 


...that during the 12 years 
preceding the announcement 
of the Westinghouse Hermeti- 
cally-sealed, Dual-automatic 
Refrigerator, Westinghouse 
engineers tested and dis- 
carded most of the refrigera- 
tion principles in use by ma- 
jor competitors today? 








Send for the Franchise Com- 
parison Chart. ..compare 
facts like these in selecting 
your 1934 refrigerator line . . 
Why not be sure? 


Westinghouse 


Dualautomalic Kefrigerators 
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to unsupported claims...i c 

instead of promises... if you really }we 
to make your 1934 selling effort on gh 
refrigerators produce dividends ig g 
will as well as cash... . you will weJ@on 
Franchise Comparison Chart. A f am r 
of study, in the privacy of your iW 
will convince you that this (im 

comparison is worth more than 4 1 

you have previously spent in @is 





automatic Refrigerator is founded Up 


rock — and the name of that rock is ““iger= 


Satisfaction.”” Because Westinghouse ex- 
perimenting is done in advance and not at 
the expense of the public, service calls are 
few and far between. Because owners are 


-~ bility,) economy and convenience of this 


time-tested refrigerator, word-of mouth 
mendation keeps pace with Westing- 
house advertising and promotion programs. 
And because facts, features and familiarity 
create acceptance for the Westinghouse 
Refrigerator, retailers secure greater vol- 
ume at more profit with less selling cost. 

You will find in the ‘‘Franchise Compari- 
son Chart’’ an unusual opportunity to check 
the advantages of Westinghouse against all 


/ others — point by point — dollar for dollar. 


ae method could possibly be devised that 


ig more fair... more thorough. Why not 
sen¢ for your copy now...on the coupon 

lov or your own letterhead? You have 
thing to gain and nothing to lose by 
f this action NOW. 






Westinghouse Electric & Mfg. Co., 
Refrigeration Division (H.A.1-19), 
Mansfield, O. 


JANUARY 18, 


USE THIS COUPON 


or your own letterhead 





1934 


If the Westinghouse franchise can make me some extra money 


in 1934, I want to know more about it. Send me the 
Comparison Chart.” 


Name. . 


“Franchise 








WOOSTER 
BRUSH CLEANER 


A NEW DEAL 
DISPLAY CARTON 


¥ 





AMAZING NEW DEVELOPMENT 
WOOSTER NOTAX 


CONTINUOUS ADVERTISING 
TO PAINTERS AND DECORATORS 


THE NEW WOOSTER 
BRUSH KEEPER 
WOOSTER SAMPLER . 
BRUSH SELLING SYSTEM 


Rie ag 


EFFECTIVE SELLING AIDS a 


ER TOOL 


| MORE NEW WINDOW 
_ AND STORE DISPLAYS 


GUARANTEED 


USE iy anyTHIM 


@ For 83 years 
Wooster has been 
the outstanding 
leader in paint 
brush development 
and paint brush 
merchandising. 


* 
WOOSTER OFFERS 


HiGHEST QUALITY 
AT tUWEST PRICES 


Write or wire for 
atolesl- Woh mmol hialolah4-te) 
Wooster Distributor 
Kokekoha-toMmal-xe) am 2010 F 


THE 
WOOSTER BRUSH CO. 
WOOSTER, OHIO 


HARDWARE AGE 
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THE BOSTON 
NOZZLE 


Imitated but never 
equalled. Fastest sell- 
ing nozzle in the 
world. Simply and 
heavily constructed. 
Each nozzle packed 
im separate carton. 
12 cartons in full 
lithographed display 
container. 
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The BOSTON LINE 
of GARDEN HOSE 


Seven standard nationally known brands that meet every 
need and make your store headquarters for Garden Hose. 


‘ ; GOOD LUCK 
pene — 

‘* OS 1 ; N 4 : 5 HOSE WASHERS 

f] dl Tough, alive and 
yf, ff springy. And _ they 

7 ff ZL $4 ‘i £. ail » 6 ‘ stay alive, and hold 
eS AE EET EET ES: oa WW” ~~ firmly in place. Give 

fone] a 


you a splendid profit 
at 10c each, retail. 
Packed 2 gross (24 
cartons) in attractive 
display container as 
shown. 





BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for More Than Fifty Years 
Works: Cambridce, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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HARDWARE 
MERCHANTS 


standardize on 


HERE are many advantages in standardiz- 
ing on YALE Products. And one of the 
most important is the fact that from the very 
inception of this business YALE has confined 
its efforts to the hardware merchants—a policy 
which has earned their confidence and good will. 





The name YALE is known everywhere as a 
symbol of quality and dependability. YALE 
products are called for by name, are always 
readily accepted and are therefore easier to sell. 


As further cooperation with the thousands ot 
merchants who feature YALE products, we are 





now conducting a campaign of national adver- 
tising in the Saturday Evening Post and other 


publications to send customers to your stores. 

Keep YALE Padlocks and Auxiliary Locks ¢ ) 
prominently displayed. Use the attractive new , 
decalcomania key sign on your window to iden- 


tify you as a YALE dealer and make the most 
of our efforts to increase your sales and profits. 





“The name YALE helps the sale.” 





THE YALE & TOWNE MFG. CO. 
STAMFORD, CONNECTICUT, U. S. A. 
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LOADED WITH SELLING FEATURES— 
BACKED BY NATIONAL ADVERTISING 


Why is the No. 8 Cleaner a better 
cleaner? 


Because it has greater beating ac- 
tion— more rapid sweeping —and 

+ stronger suction, 
nyjoy What gives this cleaner stronger 


beating action? 
| ia N "8 E The brush has stiffer Chinese hog 
T H E N EW G O N Vv E N bristles instead of horsehair. Re- 
volving speed of brush is increased 
Oo F TH IS L I G HTE R « LEA N E R —it beats 80 times per second. 
Wheels are back of nozzle — the 
No longer need you drag a heavy, cumbersome cleaner stronger suction lifts rug closer to 

around the house. The new Hamilton Beach cleaner is nozzle. 

a pleasure to use... it takes the drudgery out of clean- 
ing. All needless weight has been eliminated without 
sacrificing Hamilton Beach quality and efficiency. Per- 


















































Can the nozzle be adjusted for rugs 
of any thickness? 


; : J Yes—5 definite and marked posi - 
fectly balanced, it glides over rugs or can be carried up tions. There is no guesswork. Th« 
and down stairs with little effort. ‘ eg Ror De HD ar Orne 
: = ace > suc s > rug o Ve 

The nozzle is adjustable to five possess for long or floor. This forms an air cushion 
short nap rugs. The powerful, quiet Hamilton Beacl under the rug, which permits the 
ballbearing motor never needs oiling. The cleaner is rug to “give” as the brush beats. 


mounted on a 4-wheel carriage with front wheels be- Rug life is lengthened 


. hi igh, it will clean ; ‘ i 
hind the nozzle. Only 634 inches high, it will clea Can the brush be adjusted for wear? 
under low pieces of furniture without marring... rub- Yes—without removing the brush 
ber bumper protects legs, baseboards and woodwork. Fingertip adjustment—no tools are 
Sucti needed. It is so easy the brush 
Beating eee Sweeping eee suction can always be kept in position to 
The new No. 8 model has exceptionally strong suction sweep and beat perfectly 


and rapid beating action. At every stroke over the rug 


it cleans a wide area quicker and better... yet is amaz- Why is the No, 8 Cleaner easier to 





operate? 
ingly easy to use. aus » Sha Mehter watoht.dat. 
The sommidl suction lifts the rug to the nozzle, nny Sainees ou Bon yen Be he 
forming a cushion of air between rug and floor. The carriage wheels. 
bristles of the motor-driven brush beat the rug, loosen- a ; ; 
ing imbedded dirt and grit . . .and sweeping up lint or ow much does it weigh? 
other clinging materials. This triple-action pegs nea oy om — a Se wee 
: or no -olRcgr ig vray ila eee 
and brightens the nap. Freshness and beauty of co rificing the quality or rugged con 
are restored. Rug life is lengthened. struction characteristic of all Ham 
NO. 8 MODEL » ilton Beach products 
7 


Why is a 2-wheel rear carriage used? 
Two wheels permit tilting the noz 
zle from the floor by pressing down 
on handle. This is important when 
cleaning small rugs or picking up 
large objects. 





ATTACHMENTS $6.00 


a At Your Dealer’s—the new Hamilton Beach No. 8 cleaner is sold How does the No. 8 Cleaner compare 
ey, by dealers everywhere. Your dealer will be glad to demonstrate it. in appearance? 
Compare it with other cleaners regardless of price. We know you ge wo a 
will enjoy the convenience of this light, powerful cleaner. Hamilton . 


A : : Ms ing ability, the No. 8 is outstand 
Beach Manufacturing Company, Racine, Wisconsin. ing. Since people often judge by 


appearance, the money spent by 
Hamilton Beach to put a_ perfect 
polish on fan housing and nozzk 
castings is well repaid in mors 


sales and customer satisfaction. 








The new Hamilton Beach No. 8 Cleaner is a sensation. It has 

NATIONALLY ADVERTISED just what every woman wants in a cleaner— outstanding clean- 

ing ability, light weight, long life—and low price. Use these 

strong selling features in your sales talk- get a bigger share of 
the spring cleaner business. 


The above advertisement 
will appear in the March 
keer ee The No. 8 Carries the same liberal discount as previous mod- 
thet “ill con tn leading els — no “short changing” the trade to make the low price. 
menguilines Mantag the sons. They are sold through jobber and dealer—your profit is pro- 
tected on every sale. Order from your wholesaler. LR. 
Hamilton Beach Mfg. Co., Racine, Wis. "4 


HAMILTON BEACH 
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For Customers 


Who Want the Best= 




















Used in the Finest Homes 


Cortland Bronze Wire Cloth is used in the 
finest homes. Made to last longest. Withstands 
salt air, acids and gases. Produced from a 
special alloy of 90% copper and 10% zine. 
The zinc provides the required tensile strength 
and also resists corrosion. Home owners have 
written us that Cortland Bronze Screen Wire 
Cloth 


Has Given 24 Years Service 


and was still in good condition. It never rusts. 
Has the elasticity of hard steel wire cloth. 
Only full gauge best quality wire is used. 


Every operation from raw material to finished 
product is under our constant, personal super- 
vision. We alone are responsible for the 
quality. 


Other brands include Cortland Gray-Wick, 
Cortland Copper, Cortland Ultra Premier and 
Cortland Black. Our 60 years’ experience and 
reputation is back of all our wire products. 
Consider these facts before ordering. 


Ask your Jobber to supply you. 
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Cortland 
Bronze 


Wire Cloth 





Now shipped in 
strong individual roll 
fibre cartons. .. . 





In 14, 16 and 18-mesh made _ from 
0113 ga. wire both ways. Also a heavy 
grade of 16 mesh made of .0I5 ga. All 
widths in even inches from 18 to 42 in., 
inclusive. Also 48-in. double selvage as 
standard. Extra wide widths, 54, 60, 66 
and 72 in. Bright or antique finish. 100 
‘lineal ft. in roll. 
we 

All grades of our Screen Wire Cloth are 
made to comply with specifications adopted 


by the Bureau of Standards, Department 
of Commerce, SPR 122-31. 


eR CONDENSED 
INTHE OT ARDWARE aceNOeR 
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oan | WHAT HAS THIS TO 
DO WITH SELLING 


floor 
| refinishers? 






IRA, This picture has more to do with 
r selling floor refinishers than you'd 
wewnn think at first stroke. Double X has 
sold more than a product...It has sold an 
IDEA. Just as Gillette taught America to 
shave itself, so Double X advertising has 
taught American householders to “do over” 
their own floors in one-third the time and 
at a trifling cost. Are you making the most 
of this sales-story? Are you telling the 
people who pass your door that your store 
is the place to buy it? Stock up and strop 
up! Schalk Chemical Company, 357 East 
ne Second Street, Los Angeles. Eastern Branch: 
> 3932 South Lincoln Street, Chicago. 


DOUBLE X FLOOR CLEANER 


E JANUARY 18, 1934 
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Actual size of sheets 9% by 12 inches 
over all; writing area 8% x 11% 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price—$1 for 200 sheets (400 pages). 


Retailers Designed This New 


Hardware Age Inventory Sheet 


E asked 1000 leading retail hardware 

merchants to help us design this new 

HARDWARE AGE INVENTORY 
RECORD SHEET. Here is the result, a new 
sheet, a new size, a new form and a NEW 
LOW PRICE —$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets. Each page 
takes 28 items, one toa line. Your dollar in- 
vestment provides inventory entry space for 
11,200 items. 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, conven- 
ient and handy to use. The new form of sheet 
is even more simple, more convenient and 
easier to use. Our entire effort was directed 
toward making annual hardware inventories an 
easier job. 


The new HARDWARE AGE INVEN- 
TORY SHEETS will fit the standard HARD- 
WARE AGE INVENTORY BINDER used 
by thousands of dealers. Send your dollar 
with your order for 200 of new inventory 
sheets to 


HARDWARE AGE 


239 Weet 39th Street 


New York City 


HARDWARE AGE 














CLOVER MFG. CO. 


Norwalk, Conn. 


ABRASIVE PAPERS AND CLOTHS — GRINDING COMPOUNDS 





CLOVER GREEN-STRIPE 
FLINT SANDPAPER 


Unit 1 Ream 
Standard Special 
= = i” 8%” x 10%” 
Sheets Sheets 


in grits 
No. 3/0 to No. 3 


CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE CLOTH 
Unit % Ream 
Standard 9” x 11” sheets 
in grits No. 7/0 to No. 2 
Also packed in Display Shelf Boxes 




















SANDPAPER IN 


CLOVER YELLOW-STRIPE 

ALUMINOUS OXIDE 

CLOTH ROLLS 
50-yard 


ECONOMY ROLLS 
in Grits 


No. 7/0 to No. 2 

















DISPLAY 
SHELF BOXES 
Standard Special 
e = 0” 8%” x 10%” 
Sheets Sheets 
SAND- 
PAPER 
ROLLS 
1 inch wide 
in grits 
No. 2/0 and 
No. 1/0 
50 yards 








Ss 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE ROLLS 
METAL-CUTTING CLOTH 

in widths 21%” to 24” 
in grits No. 4/0 to No, 2 





50 yards 








CLOVER GREEN-STRIPE 
FLINT SANDPAPER 
HOUSEHOLD PACKAGES 


36-10c. packs of 
20 sheets each 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE PAPER 
FLOOR-SANDING ROLLS 


Open or Closed Coat 
50 yards in widths 4” to 12” 
in Grits No. % to No. 3% 








CLOVER RED-STRIPE 
TURKISH EMERY CLOTH 


Unit % Ream 
Standard 9” x 11” sheets 
in grits 
No. 3/0 to No. 3 


Also packed in Display Shelf Boxes 









40¢ 











EMERY exe METAL = 
; a =m 












HOUSEHOLD METAL- 
CUTTING AND EMERY 
CLOTH 


. * “METAL 12-10c. packs, 6 sheets each, 
EMerne CLOTH assorted grits 
5h 

Co. moana Be 











coves MS 
























CLOVER ORANGE-STRIPE 
GARNET FINISHING PAPER 


made in Open Coat Only 
Grits No. 7/0 to No. 0 
Unit % Ream 


GARNET CABINET PAPER 


made in both Open and Closed Coat 
Grits No. 4/0 to No. 2 
Unit % Ream 


CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE METAL- 
CUTTING CLOTH BELTS 


Widths 2%” to 14” 
Grits No. 4/0 to No. ae 











CLOVER ORANGE-STRIPE 
GARNET ROLL PAPER 


Made in both Open and Closed Coat 
Widths 4”.to 24” 
Grits No. 6/0 to No. 2 





CLOVER VALVE-GRINDING COMPOUND 


4-oz. and 2-oz. Duplex Cans 
Containing equal parts 
Grades E for Roughing, A for Finishing 
The compound in these cans is suitable for 


grinding valves, lapping cylinders, fitting 
piston rings, etc. 
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CLOVER LAPPING COMPOUNDS 
For Shop, Tool Room and Garage 
Put up One Grade to the Can 

%-lb., %-lb., 1-lb., 


8 Grades 
From Grade 2-A to Grade 50 





CLOVER WATER-MIXED 
VALVE-GRINDING 


COMPOUND 


One Grade to the Can 
Two Grades 
Medium and Coarse 


2-oz., %-lb., 1-lb. Cans 


5-lb. Cans 
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CAMBRIA 
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K Bins fences in repair means endless ties in zinc are believed to shorten its life.) 


bother and expense on most farms. , _? . uy 
» The “springy” line wires, with their ten- 


That’s why any fence that keeps trim sion curves, and the hinge-joint stay 
and serviceable season after season is sure wires, keep Cambria Fence neat and taut 
to win staunch friends—for itself and for in spite of temperature ups and downs and 
the dealer who sells it. Let a brand of the efforts of animals to break through. 
fence show real lasting qualities, and the 
next time the farmer needs additional 
fencing he’s going to come back to your 
store for more of the same kind. 


The time of year when farmers plan re- 
pairs and improvements is just ahead. 
This work usually involves buying field 
fence. Meet the spring buying season with 
Cambria Fence has everything the a stock of long-lasting copper-bearing 
farmer is looking for in fence. It lasts for Cambria Fence, in a full range of styles 
years and years, because it is made of true and sizes. 
copper-bearing steel, containing from .20 —— , = 
to .30 per cent copper, protected by a tight Bethlehem Steel Company, Oil 
ae Sa 


coating of extremely pure zinc. (Impuri- Bethlehem, Pa. 
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AHH! WAIT ‘TIL YOU 
SEE WHAT 
| SEE! 


i yang mang EES antsy dy 
will being you business in. 1934 


First, with a line that sells. People will always 
buy stoves and heaters because they have to eat 
and keep warm. It’s a good steady market for you. 

Second, with a line that stays sold—because it 
offers the best value for the money. 

Third, with a company that maintains a “live 
and let live” policy that brings you a higher money 
profit, plus a real advertising and merchandising 
campaign for 1934. 

Watch for the FLORENCE Announcements— 
they’re good news! 


FLORENCE STOVE COMPANY 
GARDNER Established 1872, MASSACHUSETTS 


aed 





© 1934, F. S. Co. 
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EVERY RADIO INQUIRY 
MEANS A PROSPECT FOR YOU 


FEATURED ON THE AIR: 
THE CARBORUNDUM BRAND 
NO. 66 HOUSEHOLD KNIFE 


SHARPENER 
HOLD 
HOUSE | ALSO FEATURED: THE NEW 
CUTLERY Rg 
} CARBORUNDUM BRAND 
/ NO. 45 SAFETY RAZOR 
BLADE HONE 







ERE counting the number of letters by the tens of thousands. 
We mean it, literally. 
The Carborundum Band on the Columbia Network is making history 
for fan mail. We are featuring on this program the No. 66 House- 
hold Knife Sharpener designed specially for sharpening stainless 
steel cutlery and the No. 45 Safety Razor Blade‘Hone. Live merchants \ 


are cashing in on the demand these programs are building. 





Out of stock means out of pocket. Stock these products. Display these 
products. They are sure-fire sellers. Order from your jobber. 
THE CARBORUNDUM COMPANY, Niagara Falls, N. Y. Canadian Carborundum Co., Ltd., Niagara 
Falls, Ont. Sales offices and warehouses in New York, Boston, Cleveland, Cincinnati, Sinahen, 


Philadelphia, Detroit, Pittsburgh, Grand Rapids, Toronto, Ont. (Carborundum is a registered trade sisal 
I g I g 
mark of The Carborundum Company). 


CARBORUNDUM 
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SHARPENING STONES 
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President Signs Wholesale Code 


On Jan. 14—Becomes Effective Jan. 24 
and Includes “Price Differentials” Clause 


RESIDENT ROOSEVELT signed the basic wholesale code January ' 

14, 1934. On Wednesday, January 24, 1934, this code becomes law 

under which hardware wholesalers and 23 other groups of wholesalers 
must operate. The much discussed “price differentials” clause, the very heart 
of the code itself, has been retained with the full strength of its original form. 
This is Article VIII, Trade Practices. 

The wage scales and work-week basis are the same as provided in the 
tentative wholesale code, revised following the public hearing on Nov. 13, 
1933. (See H.A., Oct. 26, 1933, page 42.) 

The only marked change in the final, approved official code as com- 
pared to the tentative code mentioned above, is found under “definitions.” 
Here, a provision aimed to check the low cost purchases of chain and mail 
order stores has been omitted. It read, ““This term (wholesaler or distributor ) 
shall not include concerns which sell or distribute predominantly to customers 
in which they have a controlling financial interest.”” This had been a strong 
point and its omission will be regretted by the hardware trade. However, 
the inclusion of the “price differentials” clause may provide the necessary 
curb on chain and mail order buying advantages. 


The Complete Text of the Official Basic Wholesale Code as 
Signed by President Roosevelt Appears in This Issue. See Page 35. 





IRON AGE PUBLISHING CO., INC. 
Fritz J. Frank, Pres. Grorce H. GrirritHe, Secretary 
Publication Offices: N. W. Cor. 56th and Chestnut Sts., Philadelphia, Pa. 
Executive Offices: 239 West 39th Street, New York, N. Y. 


Member Audit Bureau of Circulations 


ADVERTISING REPRESENTATIVES GEORGE H. GRIFFITHS 


General Manager 





New YorK: CHICAGO: 
. 73 . 
H. G. Biopeerr, 239 West 39th St. L. V. Row.anps, 802 Otis Bldg CHARLES J. HEALE, Editor 
pp veel i ileal i laa San FRANctsco, Cat. J. A. WARREN J. M. WITTEN 
a S ee, a ee oe R. J. Bc, 155 Sansome St. Associate Editors 
CLEVELAND: . . 
WILL J. Feppmry, 605 Union Bldg., 1836 Los ANGELBS, CAL. : L. W. MOFFETT 
Euclid Ave. R. J. Bircu, 846 So. Broadway. Washington Representative 
SUBSCRIPTION Price—United States, its possessions: One year, $1.00 Mexico, Central America, South America, Spain and its colonies: One year, $1.00. Canada, $2.50. 
Foreign countries not taking domestic rates, 1 year, $2.50; Single copies, 15c. each. Single copies of Directory number, 50c. each. 
HARDWARE AGRE, a 2 every other Thursday by Iron Age arg | Co. Publication office: N. W. Cor. 56th and Chestnut Sts.. , Philadelphia, Pa. Executive offices: 239 W 


39th St.. New York, Y. Ertered as second-class matter March 24, 1933, at the Post Office at Philadelphia under the Act of March 3, 1879. (Printed in U.S.A.) Vol 133, No 2. 











and it’s “The Finest on Earth” too. 

mighty broad statement, but that’s as 
thousands of hardware dealers are safely say- 
ing about ATKINS SILVER-STEEL SAWS. 
They know that everything that goes into 
an ATKINS SAW, from material to design 
and master workmanship, will bring perfect 
satisfaction to their customers—and that 
ATKINS’ well defined policy of distribution 
through jobbers and dealers (followed for 
77 years) shows a fair margin of profit for 


both. 


We are ready to help you build a profitable 
business in the increasing market for ATKINS 
SILVER-STEEL SAWS—sales getters that 


~ Sure, its an Athi Us 


will enable you to meet any and _ all 
competition. 

And today—when quality is king—a product 
must stand wholly on its own merits. ATKINS 
SAWS do that—and more. 

With this kind of opportunity, would it not, 
therefore, pay you to stock and sell ATKINS 
SILVER-STEEL SAWS to carpenters and 
home workshop owners, schools, mechanics, 
farmers and others who appreciate fine 
quality in all tools? 

Order ATKINS SILVER-STEEL SAWS from 
your jobber. If he cannot supply you, write 
to us and we will see that you are supplied 
promptly. 


E. Cc ATKINS AND COMPANY 


“THE SILVER-STEEL SAW PEOPLE” 


ESTABLISHED (857 


Makers of highest grade and leading types of all kinds of Saws, Saw Tools, Handles 
Plastering Trowels, Scrapers and Specialties. 


HOME OFFICE and FACTORY 


: INDIANAPOLIS, INDIANA 


BRANCHES IN PRINCIPAL CITIES 
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An Open Letter to Our Readers 


OME of you are in convention, 
others will be soon. When you 
last met, there were an esti- 

mated fifteen million unemployed. 
These and their dependents were en- 
tirely out of the market for the goods 
you sell. They had no buying power 
and were without life’s bare necessi- 
ties. 

You, in common with every other 
citizen, faced then just three methods 
for helping to solve that pressing and 
depressing problem. And you had to 
solve it. There was no escape from 
the obligation. Had there been, it 
would have been an idle retreat, for 
continued unemployment meant con- 
tinued decline of the country’s buy- 
ing power. 

The unemployed could have strug- 
gled along, in a measure, by pan- 
handling and the degrading acceptance 
of unorganized, though sincere, private 
charity. Or, through even more severe 
taxation than we now face, public funds 
could have been doled out through rec- 
ognized welfare units aided by special- 
ly appointed public dispensers. The 
third plan is creating employment, with 
its self respect and buying power, 
through an obviously complex govern- 
ment supervised recovery program. It, 
too, has its costs, as have the other two 
methods. Unlike the first two expedients 
there is some hope for a return—a pos- 
sibility of catching up with the outgo 
and a beam of hope for an ultimate 
permanent cure of the depression eras 
which have struck us with punishing 
regularity, throughout our national 
history. 

We have embarked upon the third 
method. More than six million have 
been lifted from the ranks of the un- 
employed. They are back in the market 
with regained self respect and renewed 
buying power. Business is getting bet- 
ter. We have turned into the new year 
confident that 1934 will be a profit year, 
because unemployment will steadily 
decrease, permitting buying power to 
increase. 

The cost of recovery will come high. 
The President’s budget proposal is 
staggering at first glance. Yet, the ten 
billion dollar appropriation he seeks, is 
trifling compared to the monies poured 
futilely during the war period. That war 
money went to the destruction of hu- 
man lives and property, spreading 
misery and suffering. In its wake, like 


JANUARY 18, 1934 


a nightmare came wide-spread desola- 
tion and ruin. For a _ considerably 
smaller sum, our government now plans 
to effect the rebuilding of our nation, 
the beautifying of our parks, reforesta- 
tion, good roads, and the protection 
of human lives. As equitably as is pos- 
sible in such a huge undertaking, the 
cost of recovery is being spread to all 
people, consistent with their ability to 
pay. 

An important part of the program is 
NRA ‘and its codes. The retail code 
forced some admitted hardships on 
hardware dealers, particularly in the 
matter of working hours. But it also 
leveled off the wage scales of chain 
stores, mail order and department 
stores, to a point where these compet- 
itors lost a great lower cost advantage. 
The restrictions on unfair advertising 
and even the somewhat indefinite loss 
limitations provisions have likewise con- 


tributed to the future stabilization of 


retail competition. Unfair advantages 
are still enjoyed by drug stores, open 
longer hours, seven days a week sell- 
ing the same goods in competition with 
the hardware field. The machinery for 
curbing price cutting through unfair 
buying advantages has not been satis- 
factorily effected. But these develop- 
ments are nearer realization than ever 
before. The additional employment you 
have given through code operations is 
part of your share of the cost for re- 
building purchasing power for hard- 
ware and other goods. Salaried men 
had their incomes severely cut, yet 
without additional ability to do so, they 
are paying more today for the things 
they must have. All along the line, 
there is a cost for recovery, a cost that 
may prove our greatest and best in- 
vestment for future security. 

The entire code activities, in common 
with the complete recovery program. 
are long strides forward toward the 
goal of profitable business. Badly need- 
ed reforms are on their way. In a year 
we have made tremendous progress. 
and for the first time actually have 
some promise of economic, equitable 
and decent competition in industry and 
business. Further, we are committed 


to a program which seeks to obtain the 
greatest benefit for the greatest num- 
ber. The jungle law of business has 
received a mortal blow, but a serpent 
writhes for a time even after the body 
is dead. 

Remember all this when you enter 
upon code discussions at your conven- 
tions. And if your code falls short of 
your expectations, do not criticize your 
representatives, for they toiled unspar- 
ingly in your behalf and deserve your 
sincere appreciation. 
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Howard E. Blood, president N orge 
Corp.,Detroit,Mich, sees for Electric 
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Main Street Has the Greatest 1934Ele 
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atUnsold Market for1934 


AKING all possible deduc- 

tions, for the sake of con- 

servatism, it is sensible to 
conclude that 1934 electrical re- 
frigeration volume will exceed the 
1933 record total by 35 per cent. 
In October, our company concluded 
the most comprehensive study of the 
refrigeration market ever made. 
Among the many findings was this 
surprising fact—that 32.2 per cent 
of the non-owning families intended 
buying electric refrigeration in 1934. 
With an unsold expansion market of 
5,000,000 household units, that 1934 
intention establishes a market pre- 
diction of 1,600,000 electric refriger- 
ators for this year. 

Household units sold by NEMA 
members for the first three quarters 
of 1933 were 804,863, slightly more 
than the total volume for the entire 
year in 1931, the previous banner 
period. If the industry lives on its 
record this year and becomes merely 
satisfied to maintain sales momentum 
developed, it will lose out in the 
virulent struggle which certain of the 
starved industries are bound to make 
for the consumer’s dollar in 1934. 


Competition for Dollar 

A number of influences will be 
pulling for the resurrected consumer 
dollar in 1934 and the industry, the 
company or the dealer who wins the 
most will be the one that is most 
dissatisfied with present attainments. 
From that standpoint, the electric 
refrigeration industry may be handi- 
capped by success. 

Dipping a little further into the 
many facts which our survey dis- 


closed, we find that the 1934 buying 


intention is greater in the smaller 
sized cities. For example it is 29.5 
per cent in cities over 100,000 popu- 
lation; 34.2 per cent in cities between 
30,000 and 100,000 population and 
34.4 per cent in towns under 30,000 
population. Further, it shows that 
saturation is less in smaller cities. 
Without question, greater 1934 sales 
increases can be expected in the 
smaller cities than in other sections 
of the market. 


1500 Dealers’ Figures 

From that standpoint, the small 
town refrigeration dealer must begin 
to feel more dissatisfied with what 
he has accomplished. In this survey. 
we asked dealers to estimate their 
1931, 1932, 1933 volume and 1934 
expectancy in units. Nearly 1,500 
dealers handling many _ different 
makes cooperated graciously to sup- 
ply figures from which we have been 
able to deduce many conclusions; one 
of the most important being that 
small town dealers are getting no- 
where near the average volume they 
should. 

The percentage of owned homes is 
greater in small towns. Elective de- 
sires are focused more on home com- 
forts than upon pleasure and ostenta- 
tion there. Over 52 per cent of the 
population is in towns under 10,000 
population. People are more friend- 
ly, more easy to approach, more 
easily sold there. And buying power 
has not been as severely shrunk in 
small towns as has the income of the 
big city family. Certainly if a dealer 
should get a high average volume 
anywhere, it ought to be in the small- 
er towns. 


Using some of the figures of this 
survey, let me build a picture of a 
typical condition, selecting the area 
that would be logically served in a 
typical distributing set-up out of 
Chicago. Using the. average volume 
per dealer throughout the United 
States as a basis of comparison, let- 
ting it represent 100 per cent, the 
Chicago territorial analysis shows 
this condition: 

COMPARISON OF AVERAGE DEALER 

VOLUME 
(U. S. Average, based on 1,481 dealer reports, 
representing 100% 

Typical Chicago Distributive Area 
1934 
Expect- 

1931 1932 %*1933 ancy 
Entire U. S. Aver.. 100% 100% 100% 100% 
Cities 100,000 Over.. 105 153 143 124 
30,000-50,000 Cities. 73 
2 


Cities 30,000 Under.. 
*First 9 months. 


82 86 83 
25 26 «(27 

This table is based upon figures 
supplied by dealers handling all 
makes of electric refrigerators; the 
number of each being equally divid- 
ed among the six leading manufac- 
turers. It therefore reflects a_bal- 
anced relationship so far as sales 
method and practice are concerned. 
From it we find that the average 
metropolitan dealer in this typical 
area did a consistently better job than 
the U. S. average dealer for the past 
three years but as the city in which 
the dealer performs grow smaller, 
he does a relatively poorer job. 


The 1933 Situation 

Look at the 1933 situation. The 
metropolitan dealer in the Chicago 
area beat the country-wide average 
by 43 per cent but the average dealer 
in cities from 30,000 to 100,000 
population reached only 86 per cent 
of the national average and the aver- 
age dealer in towns under 30,000 was 
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able to do only 26 per cent of the 
average dealer volume in the entire 
United States. 

Furthermore, looking at the com- 
parison from the angle of expect- 
ancy, we find that although doing 
relatively the poorest job, the smaller 
city dealer expects the least increase 
in 1934. Certainly here is a condi- 
tion in the distribution of electric 
refrigeration which needs correcting 
if the industry is going to make the 
most of its 1934 opportunity. 

My feeling is that the average 
manufacturer is at fault more than 
the small town dealer. He has cen- 
tered attention too much on the met- 
ropolitan centers, trying to gain the 
greatest volume from the fewest out- 
lets. Thus he has not properly sup- 
ported the small town dealer with 
advertising, promotion, sales train- 
ing and display as he_ should. 
Further, he has revealed no particu- 
lar interest in understanding small 
town dealer problems. Conditions 
and requirements for successful 
merchandising are, as I see them, 
quite different in small towns com- 
pared to big cities. 

Perhaps the average manufacturer 
got this way originally because he 
presumed small-town purchasers pre- 
ferred to buy in the larger cities. It 
is known that people will travel 40 
miles out of the rural sections for 
furniture and fashions, now that the 
advent of paved roads and automo- 
tive transportation makes such shop- 
ping as convenient as it used to be 


Main Street in a typical American city of 6,000 population. 


to come into the four-corner store. 
But that is certainly an erroneous 
deduction because it is demonstrated 
that the public prefers to buy any 
major appliance of mechanical na- 
ture closest to their homes because 
of the possibility that it may need 
service. This is so pronounced that 
families in suburban areas will 
usually prefer to buy washing ma- 
chines or refrigeration from their 
closest neighborhood dealer rather 
than a downtown store unless they 





are convinced that service will be 
rendered with equal dispatch in both 
instances. 

Whatever the reason for this lower 
average among small town refrigera- 
tion dealers, the condition will have 
to be changed if the refrigeration in. 
dustry hopes to make the most of its 
1934 opportunity. While a good 
overall job has been done, the indus. 
try has plenty of room to feel dissat- 
isfied with itself. And out of dissat- 
isfaction comes progress, everytime. 





Electric Refrigeration Sales Opportunities 
We find that the 1934 buying intention is greater in the smaller 


sized cities. 


It is 29.5 per cent in cities over 100,000 population; 34.2 


per cent in cities between 30,000 and 100,000 population and 34.4 per 
cent in towns under 30,000 population. 


Saturation is less in smaller cities. Without question, greater 1934 
sales increases can be expected in the smaller cities than in other sec- 


tions of the market. 
2 


The percentage of owned homes is greater in small towns. Elective 
desires are focused more on home comforts than upon pleasure and 
ostentation there. Over 52 per cent of the population is in towns under 


10,000 population. 


Buying power has not been as severely shrunk in 


small towns as has the income of the big city family. 


Certainly if a dealer should get a high average volume anywhere, 


it ought to be the smaller towns. 


—Howard E. Blood 


In such business centers throughout the country the author of 


this article sees a great electric refrigeration sales market for 1934. In such places hardware merchants have the best relative 
selling opportunities, for their stores have store traffic. 
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Just Among Ourselves 


HE basic wholesale code 
reached Gen. Johnson’s desk 
a month ago. At press time 
(for this page) the code has not 
been signed by the President, but 
early action seems likely. The “price 
differentials” clause, the very heart 
of this code from the wholesalers’ 
standpoint, remains in the code ac- 
cording to latest reports from Wash- 
ington. The President and Gen. 
Johnson have received nearly 10,000 
telegrams favoring inclusion of this 
clause and about 400 telegrams in 
opposition. It appears that part of 
the “definitions” has been ampu- 
tated, probably through pressure of 
chain, mail order and large depart- 
ment store chain interests. The part 
to be omitted reads: “This term 
shall not include concerns which sell 
or distribute predominantly to cus- 
tomers in which they have a control- 
ling financial interest.” Had this 
clause stayed in the code (if and 
when signed) chains and mail order 
stores would have had difficulty buy- 
ing at wholesale costs. But it did 
not stay in, and so this deletion is a 
technical victory for these competi- 
tive interests. The genuine article 
on “stop-loss” restrictions, proposed 
in the general retail code, was also 
left out and in its place came a 
less potent “loss-limitations” clause. 
That, too, was a victory for the other 
side—the chains, mail order and de- 
partment store group. But the uni- 
form maximum working hours and 
minimum wages which dominate all 
codes are a definite victory for the 
independent retailer and wholesaler. 
Any chain store or mail order house 
executive will admit this frankly. 
Most of them, among the ones I meet 
and read about, say they welcome 
the hours and wages schedules, but 
never answer satisfactorily their rea- 
sons for not establishing either con- 
dition prior to NRA enforcement. I 
don’t believe there is an answer, that 
is an answer they would care to make 
public. 
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By CHARLES J. HEALE 


Editor, Hardware Age 


T the November meeting of the 

Manhattan and Bronx (N. Y. 
City) hardware dealers, two repre- 
sentatives of the American Federation 
of Labor were invited guests. They 
were Louis Halprin and R. D. Denise. 
Louis has been mentioned before in 
this department as the organizer of a 
hardware clerks’ union. (See H. A. 
Nov. 9, p. 38). Mr. Denise, formerly 
a practising C. P. A., is Eastern rep- 
resentative for the Retail Clerks In- 
ternational Protective Association, the 
A. F. L. unit under which any or- 
ganized hardware clerks’ unions will 
operate. He is also quite an orator. 
Taken at face value, he seeks through 
unionization of hardware clerks (and 
clerks in other retail fields) uniform 
early closing hours, price main- 
tenance (or at least elimination of 
price cutting) and the general curb- 
ing of unfair retailing practices. 
When it was brought to his attention, 
he also championed the hardware 
dealer’s complaint against drug 
stores which are permitted seven days 
a week, longer hours, etc., during 
which time they sell all manner of 
goods, not drugs, in competition with 
the hardware stores. He “invited” 
the dealers present to sign up with 
his proposed organization which at 
present contracts on the basis of NRA 
wages and hours. This is probably 
the first local hardware meeting to 
meet with organizers seeking a clerks’ 
union in the hardware field. In fact, 
too little thought is being given by 
hardware men to the possible union- 
ization of their clerks, despite the 
fact that the Retail Code (and every 
other code) starts off with the “col- 
lective bargaining” clause 
HA 








And while we are thinking about 
Mr. Denise let us look at the Jan. 
13, 1934, report of the National In- 
dustrial Conference Board which 
says in part: “Since the enactment 
of the National Industrial Recovery 
Act, the number of companies that 


deal with their workers through em- 
ployee-representation plans has in- 
creased 180 per cent, and the num- 
ber of companies that have trade- 
union agreements with their em- 
ployees has increased 75 per cent, 
according to the results of a nation- 
wide survey of employer-employee 
relations in manufacturing and min- 
ing industries.” There are no con- 
clusive reports on the unionizing of 
distribution employees, but evidence 
is ample that progress is being made 
in this direction. It seems difficult 
to get accurate data indicating the 
number of wholesalers and retailers 
now signed up with trade unions or 
the number of wholesale and retail 
employees now enrolled in such or- 
ganizations. If any reader has some 
facts, these would be most welcome 
for publication, as this is a vital sub- 
ject in every business today. 
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ROM a letter written the last day 

of the old year I quote the fol- 
lowing paragraph: “A gentleman 
was in my office this morning. We 
were discussing business conditions 
of 1932 as compared with 1933, and 
also the outlook for next year. In 
the course of his remarks, he used a 
phrase which I thought was very 
potent. He said ‘A year ago every- 
body was confused but hopeless; to- 
day people are confused but hope- 
ful.”” Here is a great message of 
hope, expressed simply. It sums up 
very well the feeling of the man in 
the street or the manufacturing or 
distributing executive. One had a 
job he didn’t have, or feels more se- 
cure in the job he retains. He be- 
comes a buying power for either or 
both reasons. The manufacturer or 
distributor (wholesale and_ retail 
both) reports better business. At 
first, the increased dollar-and-cents 
sales volume was merely a mathe- 
matical reaction to rapidly advancing 
prices and did not represent an in- 
creased tonnage. But today, from 
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all reports, it is clear that sales 
volume, in practically every field, 
has a definite increased tonnage and 
that many more units, of every item, 
are being sold. 

HA—— 





Just a year ago, business men 
talked in terms of budget trimming. 
Every serious conversation brought 
out new ideas for curtailment. All 
salaries were being cut, which meant 
lessened buying power. Today, busi- 
ness men are talking about doing 
business, how to sell more, and, best 
of all, how to sell at a profit. They 
are thinking in terms of progress, 
of going ahead, of moderate and con- 
trolled expansion. In my observa- 
tions, the 1933 Southern Hardware 
Jobbers’ convention in Memphis, 
during May, marked the most tangi- 
ble turning point in the hardware dis- 
tribution picture. There, for the 
first time in four years, the meeting 
of wholesalers and manufacturers 
was marked with the most healthy 
signs of optimism—the placing of 
good sized orders. All that week, 
manufacturers were receiving wires 
from headquarters, telling of price 
advances’ effective almost imme- 
diately. There was an air of “going 
places.” Manufacturers showed me 
copies of orders and said: “We 
haven't sold this firm for two years,” 
“this is our first order from this 
firm,” “the biggest order we have 
received from any customer in this 
territory for three years,” etc. Whole- 
salers talked about new lines to sell 
and exchanged ideas for selling more 
of the lines in stock. It was a very 
tangible turning point for the hard- 
ware business. 

HA 








IVE months later, in Chicago, 

the hardware manufacturers met 
again with wholesalers from coast 
to coast. The attendance at the last 
October convention was record-break- 
ing. NRA and the codes dominated 
the sessions, but the “sales-minded 
attitude of both wholesalers and man- 
ufacturers was everywhere apparent. 
Each man in turn had his own story 
to tell about the improvements he 
saw in his own business, in the other 
businesses of his community and 


each had thoughts about making 
1934 a real profit year. Several 


wholesalers, who specialize on lim- 
ited lines and seldom attend national 
conventions were present—to look 
for and buy new goods to sell, new 
ways for making a profit in business. 
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Some confusion? Yes, but on tech- 
nical grounds without the panicky 
feeling of the previous year. Hope- 
ful instead of hopeless? Very much 
so. The present confusion is easy 
to understand. We laymen will al- 
ways have difficulty with legal 
phraseology and today our codes and 
the NRA are necessarily written in 
the legal manner. But let us look 
at this from the objective angle— 
which is business at a profit as a cure 
for unemployment. Or turn the 
words around—and call it employ- 
ment as a means of assuring business 
at a profit. It works both ways. We 
cannot have profitable business with 
heavy unemployment. Remember 
this when the extra burdens or 
shorter hours and other NRA condi- 
tions irk you. And remember we 
are all in the same boat, facing the 
same kind of added cost problems 
and, likewise, all in line for the fu- 
ture benefits in the recovery move- 
ment which is truly well under way. 
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Telephone girls, information clerks 
and delivery men hold key positions 
in our scheme of doing business. 
They have first and last contact with 
many customers. The treatment they 
accord patrons swings business to 
and from your business and mine. 
Although their contribution to mak- 
ing sales may be only incidental 
their ability to spoil business is 
tremendous and very direct. A friend 
of mine in the direct mail business 
uses large quantities of offset or 
process reprints. After some ex- 
perimentation, he now gives all his 
business to a firm whose prices are 
slightly higher that the quotations 
of a competing house. He says both 
firms do a high quality job and each 
has _ intelligent, helpful salesmen. 
“But,” says he, “Smith’s telephone 
girl has a sluggish liver, she is im- 
patient and cranky and considers in- 
quiries about unfinished or unde- 
livered work as a first-class nuisance. 
She gives sharp answers and suggests 
that the firm doesn’t value my ac- 
count very much. Smith’s delivery 
boy just dumps the bundles in any 
convenient unoccupied space, yells 
for a receipt and hurries off. If I 
ask him why the job is late, he tells 
me he delivers as soon as he can 
and reminds me that the firm has 
other customers besides me. Jones’ 
outfit is different. The telephone girl 
has a pleasing voice, makes every 





effort to help and to find out just the 


information I require. Makes me 
feel that she is happy to find out. 
The delivery boy smiles, asks where 
he may put the package, hopes the 
work is satisfactory and would ap- 
preciate a receipt. When I do busi- 
ness with Jones, he makes me feel 
like the only customer of the year 
and his employees act the same way.” 
HA 








Maybe it is unfair to penalize a 
firm for the discourtesy of routine 
employees, and the customer is often 
unfair and unreasonable. But he is 
still the customer, and has been edu- 
cated to believe that “the customer is 
always right.” Fair or not, I judge 
a business by the treatment I re- 
ceive from every employee I contact. 
believing that good employees are 
well trained by good employers and 
vice versa; and most other people 
feel the same way. Further, I be- 
lieve most employees reflect the men- 
tal attitude of their boss, almost in 
monkey fashion. So, if you are an 
efficient manager you should have 
efficient, good-will building em- 
ployees. If your helpers are ineffi- 
cient or discourteous, the fault is 
yours. You didn’t select them care- 
fully, didn’t train them properly or 
do not show the proper kind of 
leadership example. 

HA —— 

WO interesting anonymous let- 

ters have been received by Harp- 
WARE AGE. Signed only “A Sub- 
scriber,” a letter postmarked Chica- 
go, Ill., takes issue with previously 
published lumber yard competition 
opinions. The other unsigned letter 
comes from Beverly Hills, Calif., 
from a reader who, instead of his 
name, ends his comments as fol- 
lows: “A reader of THE IRON AGE 
and HarpwakeE AcE. Thoroughly ex- 
perienced in all branches. Factory 
to Jobber and Retail Dealer.” 
HA 

The pages of HARDWARE AGE are 
always open for discussion on _per- 
tinent trade topics without regard 
to a writer’s agreement or disagree- 
ment with HARDWARE AGE’s opin- 
ions. But anonymous letters will 
not be published. We do require 
signed opinions, as an evidence of 
good faith, even though in publish- 
ing such letters the writer’s identity 
is not to be disclosed. If the writ- 
ers of the letters from Chicago and 
Beverly Hills, Calif., will identify 


themselves, their letters will appear. 
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CURIOSITIES 


By ROBERT PILGRIM 






















PELLETS FOR SHOTGUN 
SHELLS ARE ROUNDED 
BY GRAVITY: -- 


* MOLTEN LEAD (5S 
DROPPED THROUGH A SIEVE 
FROM A 187 FT. TOWER 

AND '(S MOLDED /NTO 
ROUND PELLETS AS IT FALLS.. 
A TANK OF WATER COOLS 
THE PELLETS AS THEY FALL 

INTO IT 
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—= THE FIREFLY LAMP OF 
SOUTH AMERICA ° + - 











NATIVES, AT ONE TIME 
IN SOUTH AMERICA, 


MAOE USE OF FIREFLIES, 
\ i} | / / / Y FOR LIGHTING PURPOSES: - 
N Z ~~ THEY USED A WICKER 
: Pe IN WHICH HUNDREDS 
SS xe’ , pe potest WERE 
IMPRISONED « « « 


KEYS WERE USED AS WEAPONS OF 
DEFENSE BY MEDIEVAL JAILORS ---- 


KEYS OVER A FOOT LONG AND WEIGHING 
A POUND WERKE COMMON IN THE MIDOLE AGES-- 








A LAMP CHIMNEY WAS 

USED FOR 25 YEARS 

BEFORE IT FINALLY CRACKED 

ANO HAO TO BE OISCARDED-- 
- - ALBANY, OREGON 


EARLY TENNIS RACKETS 
WERE MERELY GLOVES 
WITH STRING ACROSS THE : 
PALM--- RACKETS .. : ' te 
FORMED BY FRAMES ~- @ ‘ 

WITH PARCHMENT a, 

STRETCHED ACROSS (4 ) » ) 
THEM FOLLOWEO A FEW ( W 
YEARS LATER:--: / 
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MONG the busiest retail stores in 
A Springfield, Mass., at Christ- 
mas time (or any time for that 
matter) is the Carlisle hardware 
store. It takes its place among those 
stores that citizens of Springfield 
naturally think of as Christmas gift 
sources. When HARDWARE AGE 
studied the store and its methods, hop- 
ing to find the particular methods that 
caused Carlisle’s satisfactory Christ- 
mas business, they were difficult to 
locate immediately. Carlisle Hard- 
ware Co. had attractive windows, a 
good stock of quality merchandise 
and attentive service. But we had 
known of other stores with these 
qualifications and yet the number of 
Christmas shoppers was not as great. 
Cruising about Springfield’s main 
street, we soon found that other re- 
tailers (in all lines) competing for 
Springfield’s Santa Claus’ attention. 
presented no finer attraction than did 
this local hardware store. Few stores 
in any line were as well located, few 
had the bright and attractive win- 
dows, few showed merchandise, 
which, in comparison, made better 
gift material. This hardware store 
ranked high as a retail store. It was 
not content to display hardware 
items; it placed hardware items on a 
par with jewelry, haberdashery and 
all the other lines that people think 
of as gifts. This was achieved, not 
by one or two Christmas windows, 
displayed through December, but by 
smart displays throughout the year. 
This brings us to a very important 
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Carlisle Hardware of 
Springfield, Mass., uses 
good location as basis 
upon which to give its 
store prominent posi- 
tion among all retail 
stores in its local field 
and builds traffic 
throughout year 


reason why Carlisle énjoys such a 
good Christmas trade. An enthusi- 
astic and optimistic merchant, F. H. 
Carlisle uses every means at his com- 
mand to get people into the store, 
and, when the holiday season rolls 
around it is natural for them to come 
to the store where they have been in 
the habit of seeing things they would 
like, even though they did not buy. 

This hardware store has the town’s 
most adequate sporting goods depart- 
ment. Everything from sports wear 
to small games is carried. Young 
people know the store and respect it 
for its up-to-the-minute merchandise. 
This factor is one of the most potent 
builders of prestige for Christmas 
business. If the younger set OK’s 
your store, you will get your full 
share of Christmas trade. 

Items are carried that are not out- 





standingly profitable, because they 
bring people into the store. These 
are not loss leaders, by any means, 
but regularly close margin items that 
are in demand. 

Aside from regular Christmas 
decorations and a moderate amount 
of advertising, no special merchan- 
dising plans are put into effect at the 
holiday season, but Carlisle’s Christ- 
mas patronage is made to swell by 
traffic building ahead of time. Toys 
are a year around line. Birds and 
bird foods and supplies, shrubbery, 
etc., are all carried with the idea, be- 


sides their profitable features, of. 


building traffic for the store. 

This hardware store carries a high 
quality line of tools for mechanics 
and others who want only the best, 
but it also does a big business in a 
good quality line of less highly fin- 
ished tools at lower price levels. This 
type of tool is a big seller with the 
household trade, which Mr. Carlisle 
believes is now a bigger market than 
the mechanics’ trade; and, he adds, it 
is easier sold. Tools of both lines 
are sold as Christmas merchandise, 
and a noticeable thing about the Car- 
lisle store is the large amount of 
regular hardware merchandise that 
is sold as gifts. All display tables 
are well stocked and kept that way, 
with the result that customers never 
get the idea that the store lacks any- 
thing from which to make a selection. 
It is an important factor in building 
and holding prestige. 

The Carlisle store presents an in- 
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teresting appearance to the shopper 
—so many departments and such a 
wide range of merchandise that all 
members of a family are interested. 
Housefurnishings are displayed in 
the open manner to catch the eye of 
the housewife; household tools are 
set out in bins 14 in. long and 4 in. 
deep with glass dividers that may be 
varied to any width desired. No space 
is allowed to become empty. Items 
are immediately brought out and used 
to replace those that have been sold. 
Mr. Carlisle is an enthusiast about 
keeping bins and shelves full, so that 
the store has the appearance of com- 
plete stocks at all times. It promotes 
sales to have them thus, and this par- 
ticular hardware store reports in- 
dividual department sales of $10,000 
annually from very small space, due 
to the basic fact that a steady store 
traffic is maintained and that these 
departments are always full and ask- 
ing for attention. 


Hardware Store a Logical 
Gift Center 


That the hardware store is a logical 
gift center is borne out by Carlisle’s 
experience. Very little, if any, spe- 
cially bought merchandise is used for 
the Christmas season, but regular 
hardware items are made to appear 
at their best, with the result that the 
entire store appeals to the gift seeker. 

The store is located in a central 
point on Main Street, adjointing a 
large unit Kresge store. While the 
Kresge store makes competition in 
some items it also helps to make the 
location valuable by bringing traffic. 
The shopper is, incidentally, im- 
pressed by the type of merchandise 
displayed in the Carlisle windows as 
compared with that of the chain store; 
and when Christmas gifts are in mind 
the comparison is often to the advan- 
tage of the hardware store. 

Store traffic is further encouraged 
at Carlisle’s by the fact that, although 
courteously attentive, the staff per- 
mits the customer to look about as 
much as he wishes and is allowed to 
ask assistance at his pleasure. There 
is always someone near so that no 
customer has to look for a sales per- 
son. It is this fine distinction in 
store service that brings a large num- 
ber of people into the store who 
might otherwise go to the large de- 
partment store where they can take 
their time about buying. 

Another traffic building method 
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that is being used is to allow the 
customer a fairly wide range of credit 
purchases in order that an increased 
number of visits to the store will be 
made to make payments. Even such 
items as toasters, in some cases, are 
sold that way. Of course, credit is 
looked into and when the customer 
objects to such a procedure the 
sale is not made. Usually this plan 
results in many more women making 
the store headquarters for their house- 
hold needs. The payments are made 





Every month in the year is your op- 
portunity to turn more steps toward 


your store. 


at a point near the rear of the store, 
and the customer is therefore exposed 
to the many displays on the entire 
sales floor. Even though she does 
not always make purchases, she sees 
things that she will buy later on 
still another payment-making visit to 
the store. The larger unit of sale 
lines sold in this way as well as for 
cash include radios, refrigerators, 
and other electrical lines. 


Bicycles Appear Again 


In and around Springfield, as well 
as other Massachusetts towns, bicycles 
are again becoming popular among 
pleasure seekers. The radio team, 
Julia Sanderson and Frank Crummit, 
are residents of Longmeadow, near 
Springfield, and evenings in the sum- 
mer months find them cycling for 
pleasure. Bicycles have been glori- 
fied, with balloon tires and many re- 
finements that were not found on the 
old time “bikes.” They also provide 
a fine type of credit sale to bring 
young people into the store time and 
again to make payments and to pur- 
chase accessories. 

This constant contacting through- 
out the year has done more than any 
other thing to swell the tide of Christ- 
mas business for Carlisle of Spring- 
field. The method knows no limita- 
tion of place. It works anywhere. 
Get people coming into your store 
by every legitimate means; get them 
into the habit, and when Christmas 
rolls around again you can sell them 
regular hardware items as Christmas 
gifts. 





Nine Cent Sale Creates Store Traffic 
For An Entire Shopping Community 


ECENTLY Henry Friedes and 
Harry Cohen opened the Sun- 

rise Hardware Co., 145-95 New York 
Boulevard, Jamaica South, N. Y., 
with a one week nine cent sale which 
was not only a profit maker for them 
but a business stimulus for the entire 
business section in that growing com- 
munity. To get the proper attention 
for the sale the partners distributed 
by hand 2500 circulars announcing 
the bargains offered ‘in the opening 
sale. In addition a simple map was 
given out showing where the store 
was located. Announcements were 


delivered within a radius of two miles 
and attracted approximately 1000 
people on the opening day with some 
550 of them buying merchandise. 

Attracted by the bargains, all of 
them worth 9c. and quite a few worth 
a good deal more the crowds con- 
tinued to come for five days. The 
sixth day the national bank holiday 
was in effect which caused the crowds 
to temporarily stay away. Having a 
neat, roomy and modern store helped 
the two partners in selling so many 
of the prospects who visited the new 
store. 
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The one-day county convention of the American Legion in Greeneville, Tenn., 
created this crowd on the main street. 











BILLY WADDELL 


“He doesn’t know how to 

pretend. He deals in fun- 

damentals minus sham, 

and makes you like the 
truth.” 


A Day With Billy Waddell 


OR a week I had enjoyed Billy 
Waddell’s casual, picturesque 
informality as presiding offices 

of the Dixie Hardware Convention 
at Memphis. His friendly, offhand 
style had made each session seem 
like a small group of intimates dis- 
cussing common problems and_in- 
terests at a house party. Yet, that 
convention was held in a _ theater 
where nationally known speakers ad- 
dressed large and attentive crowds. 
Billy Waddell doesn’t know how 
to pretend; rather he deals in funda- 
mentals minus their traditional 
shams, he tells the absolute truth 
and makes you like it. He is whim- 
sical and, with his native wit, he 
even makes statistics interesting. Tom 
Howell characterized him as a com- 
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By CHARLES J. HEALE 


Editor, Hardware Age 





Compare this street-scene with that above. The change took place within an hour 
on a Saturday afternoon in Greeneville, Tenn. Waddell & Bird’s store at the right. 
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bination of David Harum and Will 
Rogers, saying he had many of the 
homely qualities of both. 

At that convention Billy had every 
speaker “on his toes.” He would 
shake his head when they had fin- 
ished, openly disputed claims or 
frankly disagreed, but always 
friendly and fair mindedly. He was 
a real hit, and so, when he invited 
me to stop over a day in Greeneville, 
Tenn., to meet his family, see his 
store and look over his town, I wel- 
comed the opportunity. 

At the station, to meet me, I found 
him chatting with the railway con- 
ductor. “We worked together on 
the same run, when I was with the 
Pullman Co.” he said by way of in- 
troduction. I then met the baggage 
man, ticket agent and a policeman. 
At his home on a quiet street, only 
a stone’s throw from the business 
center, Mrs. Waddell, son John and 
daughter Elizabeth made me feel at 
home and gave me a brief glimpse 
at Billy’s private hobby—antique 
china and early American colonial 
furniture, of which he has a splendid 
collection. On the way to the store, 
my host hailed every passer-by. Pull- 
ing into an alley behind the Waddell 
& Bird hardware store, the car had 
to be jockeyed about to avoid de- 
molishing a crude shoe-shining stand 
operated by two negro boys. It was 
awkward to climb out of the car, so 
Billy explained, “Of course, that’s a 
bit of a nuisance, but you’ve got to 
help a fellow earn a living, so I 
gave him that space. He’s doing 
pretty well. Gives a good shine 
that’s why. People will always trade 
where they get good values and are 
treated kindly, whether it’s shoe 
shines or hardware. Come on in and 
meet my partner, Bob Bird.” 





I Meet Bob Bird 


Mr. Bird knew the accounts, credit 
status of customers, active merchan- 
dise lines, costs, trend of prices, 
quantities needed and the many other 
details common to the conduct of a 
retail hardware business. In a few 
words he summed up the progress of 
the week previous. 

A young boy asked one partner, 
“Has Mother been in here yet?” 
while a woman explained to the 
other, “I am meeting Miss Thompson 
here. Did you see her?” A grocer 
boy left a basket of provisions for 
“the Calhouns who are going to 
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come in to see about some fence 
and barn paint.” 

In the back of the store, in a con- 
necting building, women were in- 
specting beds, mattresses, oil lamps, 
stoves, wicker rockers, poultry equip- 
ment, etc., while their men folks ran 
their fingers through seed, looked at 
fertilizers or fussed with some piece 
of farming implement, tried to twist 
fence out of shape or tested the 
“give” to overalls. The place was 
busy, back and front, but without 
confusion. Billy nodded or waved 
to people and told me, “Folks like 
to look around. We don’t bother 
them. The same ones come in every 
Saturday and look at the same goods. 


ht 


| a a 





The historic tailor shop of Andrew 
Johnson, who became the _ seven- 
teenth president of the United 
States. This shop in Greeneville has 
a sign over the door “A. Johnson, 
Tailor,” which has been worn away 
by the weather except where paint 
has preserved the letters. 


Sometimes they buy right away, a 
week or two later or just continue 
to look. We handle about everything 
the town and farm folks need, except 
drugs, foods and dress goods and so 
they just naturally come in here and 
make themselves at home. If they 
decide to buy, Bob, myself or one 
of the boys take care of them, but 
we never use any pressure on them. 
We want them to keep on coming in. 
Getting people into a store is the 
whole problem of retailing. Of 
course, you have to have what they 
want or they never buy and they 
won’t come back. People use our 
store as a meeting place, a resting 
spot. I have seen them eat their 
lunches here. If they keep up the 
habit of coming in, they will buy here 
when in the market for something. 
We don’t keep them waiting for ser- 
vice, but we don’t annoy them.” 

It sounded simple enough. Waddell 
& Bird Co. have plenty of store traf- 
fic and so they do a good business. 
Greeneville has a population of 


about 6000 and is the county seat for 
Greene County which has 38,000 citi- 
zens. The town has several good 
banks, a couple of modern movie 
houses, good churches, a hotel, clean 
restaurants, courteous officers, ample 
parking spaces and good roads in 
all directions. Where there are 
people there is business. At night, 
the town is fairly well lighted. 

The Greeneville Sun is an efficient 
and interesting daily newspaper pro- 
viding all the local news and suff- 
cient national and _ international 
news, furnished by Associated Press. 
The other retail stores in town are 
rendering a good grade of service, 
fair values, and make people feel 
glad they came to town. Sum it all 
up and you come back to the realiza- 
tion that store traffic is developed 
and maintained by adhering to a few 
simple rules—in big towns or small. 

I spied a group of well known 
chain stores, across the side street. 
“Our tenants,” said my guide. “We 
also own the business property on 
this side of the street down to that 
tobacco warehouse. Bought that 
property out of profits made in the 
hardware business. This is a good 
town and we want to be a real part 
of it.” 

The store itself would not photo- 
graph well. It is hardly a model in 
arrangements or display. Yet all 
goods are orderly, most of them visi- 
ble and in every department a wide 
assortment of merchandise is avail- 
able. The stock is on display in sev- 
eral adjoining buildings. A stranger 
might be confused, rambling about 
from department to department or 
from building to building. But the 
folks of Greene County know their 
way about because they have plenty 
of practice looking over the wide 
line of goods carried by Waddell & 
Bird. It took most of the morning 
for me to see the stock. In our 
travels, Billy would stop, introduce 
me to a family “just looking around” 
and twice he halted to make sales. 
He sells goods as he does everything 
else. Tells a few simple, readily 
accepted points about the goods, 
doesn’t overstate the case and seems 
to help the customer buy, rather than 
to make a sale. That is quite an art. 

Lunch at the local hotel, which my 
host informed me “was one of the 
best in this part of the State, prop- 
erly run, fair prices, good clean beds, 
spacious rooms and all the service 

(Continued on page 52) 
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George Parsons, of the Honeyman Hardware Co., Portland, Oregon, in his display room for housewares and electrical appliances 


+ 


which he converted from a golf instruction room. Below: Other views of same room. 


He Made a Novel Display Room from 
an Unused Golf School Room 


EORGE PARSONS, with 
Honeyman Hardware Co., 
Portland, Oregon, has been 

calling on the outside trade most of 
the time and a large percentage of his 
sales has been household goods and 
electrical appliances. Sensing the 
need of a distinctive display of these 
items, he has converted a discarded 
golf instruction room to his needs. 
The room is located at the rear of 
the store, only a few steps up, and is 
15 x 35 ft. In its normal condition, 
this room was too spacious to show 
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the line at its best advantage, so Mr. 
Parsons constructed a screen of blue 
cloth on a wood frame across the en- 
tire width, a few feet from the lower 
end, leaving a more suitable room 15 
x 25. A number of wall outlets were 
installed permitting an attractive dis- 
play of electrical appliances, modern 
utensils and silverware. The light- 
ing and heating that had served for 
the golf instruction room were ade- 
quate for the new show room. 
Cosiness and comfort are features that 
appeal to the customer as he or she 
enters the room. Conveniently placed, 
near the entrance, are a pair of wicker 
chairs, seated in which, the customer 
is in a better mood to consider the 
merchandise. Such items of varying 
utility as silverware, enamelware, 
washing machines, ironers, heating 
pads, bathroom scales, toasters, waf- 
fle irons, percolators, mixers, etc., are 
shown. 

The arrangements of the displays 


are frequently changed for the sake 
of freshness and up-to-dateness; in 
fact Mr. Parsons calls the depart- 
ment his Up-to-Minute Department. 
There is no doubt in his mind that 
this plan is a great sales creator. 
Many hardware stores have space 
that might be converted into revenue- 
producing areas, and frequently mer- 
chandise may be so rearranged that 
“hot spots” or particularly active lo- 
cations in the store can be utilized 
on certain profitable lines, placing de- 
mand items in less valuable spots. 
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The Official Wholesale Code 


Signed by President Roosevelt, Jan. 14, 1934 


THE CODE 
ARTICLE L—Purposes 


To effectuate the policies of Title I of 
the National Industrial Recovery Act, the 
following provisions are established as a 
Code of Fair Competition for the Whole- 
saling or Distributing Trade, and shall 
be the standard of fair competition for 
such trade. 


ARTICLE Il—Definitions 


Wholesaler or Distributor:—For the 
purposes of this Code, a “wholesaler” or 
“distributor” shall be defined as any in- 
dividual, partnership, association, corpora- 
tion, or other firm, or a definitely organized 
division thereof, definitely organized to 
render and rendering a general distribu- 
tion service, which buys and maintains at 
his or its place of business a stock of the 
lines of merchandise which it distributes; 
and which through salesmen, advertising, 
and/or sales-promotion devices, sells to 
retailers and/or to institutional, commer- 
cial, and/or industrial users; but which 
does not sell in significant amounts to ulti- 
mate consumers. Modifications or exten- 
sions to this definition or any part of it 
may be made for specific divisions when 
embodied in any appropriate supplemental 
code or when recommended by the appro- 
priate Divisional Code Authority and ap- 
proved by the Administrator. 

The trade:—The term “trade” is defined 
to be the business in which wholesalers or 
distributors engage. 

Ultimate Consumer:—The term “ulti- 
mate consumer” as used herein is defined 
as a purchaser for home and personal use, 
and not for use or consumption in trade 
or business or by institutions. 

Employees:—The term “employee” as 
used herein includes anyone engaged in 
the trade in any capacity receiving com- 
pensation for his services, irrespective of 
the nature or method of payment of such 
compensation. 

Employer:—The term “employer” as 
used herein includes anyone by whom 
such employee is compensated or em- 
ployed. 

President, Act, Administrator:—-The 
terms “President,” “Act,” and “Adminis- 
trator” as used herein shall mean, respec- 
tively, the President of the United States, 
the National Industrial Recovery Act, and 
the Administrator appointed under Title 
I of said Act. 

Population for the purposes of this Code 
shall be determined by reference to the 
1930 Federal Census. 


ARTICLE Il]—Hours 
Section 1. Maximum Hours and Excep- 
tions:—(a) No wholesaler or distributor 
shall cause or permit any employee, except 
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Effective Jan. 24, 1934 


an employee in an executive, supervisory, 
technical, or professional capacity who re- 
ceives thirty-five dollars ($35) per week, 
or more, in cities of 500,000 population or 
over: or thirty dollars ($30) per weck, or 
more, in cities of less than 500,000 popu- 
lation, and except watchmen and outside 
salesmen, to work more than forty (40) 
hours per week or to work more than six 
(6) days in any one week (or less as de- 
termined by the Code Authority of any 
specific trade), except that any member 
of the trade may cause or permit: 

(b) No employee except those exempted 
in paragraph (a) of this Section shall work 
more than (8) hours in any one day, ex- 
cept that on one day each week each 
employee may work one extra hour, but 
such hour is to be included within the 
maximum hours permitted each week. 

(c) Outside deliverymen, maintenance 
men, outside repair service men and in- 
stallation men to work forty-eight (48) 
hours per week. 

(d) Watchmen shall work not more than 
fifty-six (56) hours nor more than six 
(6) days in any 7-day period. 

(e) An employer may work an em- 
ployee such hours as may be necessary in 
excess of the hours specified in paragraphs 
(a) and (c) of this Section if time and 
one-third is paid for all such additional 
hours per week. 

(f{) The hours worked by any one em- 
ployee in any one day shall be consecu- 
tive with the exception of a reasonable 
period out for lunch. 

Section 2. Employment by Several Em 
ployers:—No employer shall knowingly 
permit any employee to work for any time 
which, when totaled with that already 
performed with another employer or em 
ployers in this trade/industry, exceeds the 
maximum permitted herein. 


ARTICLE IV—Wages 


Section 1. Minimum Rates of Pay.—The 
minimum rates of pay shall be as follows: 

(a) In cities of 500,000 population or 
over, or in the immediate vicinity thereof. 
at the rate of fifteen dollars ($15) per 
week. 

(b) In cities of less than 500,000 popu- 
lation, or in the immediate vicinity thereof, 
at the rate of fourteen dollars ($14) per 
week, 

(c) In the South at the rate of one dol 
lar ($1) per week less than the rates 
specified above in paragraphs (a) and (bh). 

The term “the South” means the follow- 
ing States: Virginia, West Virginia, North 
Carolina, South Carolina, Georgia, Florida, 
Kentucky, Maryland, District of Columbia, 
Tennessee, Alabama, Mississippi, Arkan- 
sas, Louisiana, Oklahoma, and Texas. 

(d) A part-time employee or one paid 
on an hourly basis shall be paid at an 


huurly rate not less than that obtained by 
dividing the appropriate minimum weekly 
wage specified for him in previous para- 
graphs of this Section by the appropriate 
maximum number of hours specified for 
him in Article III. 

Wages paid during any period to em- 
ployees on a piece-rate basis shall aggre- 
gate an hourly rate not less than that speci- 
fied above for part-time employees and than 
paid on an hourly basis. 

(e) Junior employees between the ages 
of 16 and 18 years, inclusive, may be paid 
at the rate of two dollars ($2) per week 
less than the minimum wage rate per weck 
otherwise applicable to them for the first 
12 months of their employment; and learn- 
ers over 18 years of age may, for a period 
of three months from the date of their em- 
ployment, be paid at the rate of one 
dollar ($1) less per week than the mini- 
mum wage per week otherwise applicable 
to them. The number of employees classi- 
fied as juniors or learners combined shall 
not exceed the ratio of one such em- 
ployee to every five employees or fraction 
thereof up to twenty (20) or more than 
one such employee for every ten (10), or 
fraction thereof, employees above twenty 
(20). 

(f{) Female employees performing sub- 
stantially the same work as male em- 
ployees shall have the same rate of pay as 
such male employees. 

(¢) Wages shall be paid weekly or semi- 
monthly in lawful money or by negotiable 
heck. 

Section 2. No employee whose normal 
full-time weekly hours prior to July 1, 
1933, are reduced by less than 20 per cent 
shall have his or her full-time earnings 
reduced. No employee whose normal full- 
time weekly hours are reduced 20 per cent 
x more shall have his or her full-time 
weekly earnings reduced by more than 10 
per cent. 


ARTICLE V—General Labor Provisions 


Section 1. Minimum Age Requirements. 

No person under 16 years of age shall 
be employed by any wholesaler or dis- 
tributor, nor anyone under 18 years of 
age, at operations or occupations hazar- 
dous in nature. The Code Authority shall 
submit to the Administrator within thirty 
days a list of such occupations. In any 
State an employer shall be deemed to have 
complied with this provision if he shall 
have on file a certificate or permit duly 
issued by the Authority in such State em- 
powered to issue employment or age certifi- 
cates or permits showing that the employee 
is of the required age. 

Section 2. Employees’ Rights and Em- 
ployers’ Duties.—Employees shall have the 
right to organize and bargain collectively 
through representatives of their own choos- 
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ing, and shall be free from the interference, 
restraint, or coercion of employers of Jabor, 
or their agents, in the designation of such 
representatives or in self-organization or in 
other concerted activities for the purpose 
of collective bargaining or other mutual 
aid or protection. 

(b) No employee and no one seeking 
employment shall be required as a condi- 
tion of employment to join any company 
union or to refrain from joining, organiz- 
ing, or assisting a labor organization of his 
own choosing, and 

(c) Employers shall comply with the 
maximum hours of labor, minimum rates 
of pay, and other conditions of employ- 
ment, approved or prescribed by the Presi- 
dent. 

Section 3. Precedence of State Laws.— 
No provision in this Code shall supersede 
any State law which imposes on employers 
more stringent requirements as to age of 
employees, wages, hours of work, or as 
to safety, health, sanitary, or general work- 
ing conditions, or insurance, or fire pro- 
tection, than are imposed by this code. 

Section 4. Reclassification of Employees. 
—No employer shall reclassify employees 
or duties of occupations performed or en- 
gage in any other subterfuge for the pur- 
pose of defeating the purposes or pro- 
visions of the Act or of this Code. 

Section 5. Posting Code.—Each employer 
shall post in conspicuous places, accessible 
to employees. copies of Articles I to V, 
inclusive of this Code. 


ARTICLE VI—Codes and the Administra- 


tion Thereof 


Section 1. General and Supplemental 
Codes.—(a) To provide an effective pro- 
cedure for the administration of this code, 
and all codes supplemental thereto, the 
trade shall be divided into commodity di- 
visions, as hereinafter provided. 

(b) Provisions governing wholesalers or 
distributors in all commodity divisions shall 
be included in this general code. 

(c) Provisions governing wholesalers or 
distributors in any one or more, but not in 
all commodity divisions, may be embodied 
in a supplemental code for each division, 
after hearing before the Administrator and 
approval by the President. 

Section 2.—Creation and Organization of 
General Wholesale and Divisional Whole- 
sale Code Authorities—(a) The creation 
of a General Code Authority to cooperate 
with the Administrator in the administra- 
tion of the provisions of the General Code 
is hereby authorized, and the creation of a 
Divisional Code Authority for each Division 
of the Trade to cooperate with the Ad- 
ministrator in administering the provisions 
of its Supplemental Code is hereby au- 
thorized. 

(b) For the purposes stated in this Sec- 
tion, the following Commodity Divisions 
are hereby provided:* 


Beauty and Barber Supplies 
Charcoal and Packaged Fuel 
Dry Goods 

Embroidery and Lace 


*Others may be added from time to time 
and such further Divisions as the Administra- 
tor may find to be duly representative. Pro- 
vided that the Administrator, after due notice 
and hearing, may amend these Divisions by 
enlarging o1 contracting them, or by consolidat- 
ing or further dividing one or more of such 
Divisions. 
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Furriers’ Supplies 

Hats and Caps 

Men’s Novelty Jewelry 

Notion, Thread & Women’s Garments 

Radio 

Sheet Metal 

Twine and Cordage 

Wall Paper 

Buttons 

Cycle Jobbers 

Electrical Supplies 

Floor Covering 

Hardware 

Jewelry (including Watchmakers’ and 
Jewelers’ Supplies) 

Men’s Wear Buttons 

Supplies 

School Supplies 

Silverware 

Upholstery and Decorative Fabrics 

Woolen and Trimming Garment Supplies 


(c) The General Code Authority shall 
consist of one or more members of each 
Divisional Code Authority, the precise num- 
ber to be determined by the Administra- 
tor. Such members shall be elected by the 
members of each Divisional Code Authon- 
ity in accordance with a fair method ap- 
proved by the Administrator. The Ad- 
ministrator may appoint not more than 
three members, without vote, to serve for 
the term of six and twelve months, respec- 
tively, from the date of appointment. 

(d) Until such time as the General Code 
Authority is elected in the manner pro- 
vided in the foregoing paragraph and until 
such time as a representative number of 
supplemental codes have been approved, 
the Administrator saall appoint one mem- 
ber of each Commodity Division to act 
as a member of the General Code 
Authority. 

(e) The Divisional Code Authority for 
each Division shall be composed of not 
less than three (3) nor more than twenty- 
one (21) wholesalers or distributors, or 
representatives thereof, in such Division, 
who shall be elected, in accordance with a 
fair method approved by the Administrator, 
by the National Trade Associations repre- 
senting wholesalers or distributors therein, 
who present this General Code and the 
Supplemental Code for such Division, or 
who thereafter subscribe thereto. The 
Administrator may appoint two members 
without vote, to serve for the term of six 
months respectively from the date of ap- 
pointment. Where more than one National 
Trade Association claim to represent mem- 
bers of the Trade in a single Division, the 
Administrator shall for the purpose of 
establishing membership in such Divisional 
Code Authority in the first instance deter- 
mine whether such associations are truly 
representative and what shall be the num- 
ber and proportionate vote of such as- 
sociations upon the Divisional Code 
Authority. ; 

Section 3. Duties of Trade Associations 
—Code Authorities to be Representative.— 
(a) Each Trade Association directly or in- 
directly participating in the selection or 
activities of the General and/or Divisional 
Code Authorities shall: (1) impose no 
inequitable restriction on membership, and 
(2) submit to the Administrator true 
copies of its articles of association, by- 
laws, regulations, and any amendments 


when made thereof, together with such 
information as to membership, organiza- 
tiou, and activities as the Administrator 
may deem necessary to effectuate the pur- 
pose of the Act. 

(b) In order that the General and Di- 
visional Code Authorities shall at all times 
be truly representative of the Trade and 
in other respects comply with the pro- 
visions of the Act, the Administrator may 
provide such hearings as he may deem 
proper; and, thereafter, if he shall find 
that the General Code Authority or any 
Divisional Code Authority is not truly 
representative or does not in any other 
respect comply with the provisions of the 
Act, may request an appropriate modifica- 
tion in the method of selection of any such 
Code Authority. 

Section 4. Assenting to Code and Pay- 
ment of Cost of Administration—Whole- 
salers or distributors shall be entitled to 
participate in and share the benefits of the 
activities of their Divisional Code Authority, 
and through such Divisional Code 
Authority, to participate in and share the 
benefits of the activities of the General 
Code Authority, by assenting to and com- 
plying with the requirements of such Codes 
and sustaining their reasonable share of 
the proper expenses of their administra- 
tion. Such reasonable share of the proper 
expenses of the administration of the Gen- 
eral Code Authority and of any divisional 
Code Authority shall be determined by 
each Authority, respectively, subject upon 
review to the disapproval of the Adminis- 
trator, on the basis of volume of business, 
the number of Divisions in which a mem- 
ber may operate, and the extent of his 
operations in each Division, and/or such 
other factors as may be deemed equitable 
to be taken into consideration. The share 
of the cost of such administration, as so 
equitably assessed, shall be collected by 
the several Divisional Code Authorities 
from the members of the Trade in their 
respective Divisions. 

Section 5. Powers of General and 
Divisional Code Authorities.— (a) The 
General Code Authority shall have the 
power, subject upon review to the disap- 
proval of the Administrator in addition 
to other powers herein granted: 

(1) To coordinate the interests of the 
several divisions and the activities of the 
several Divisional Code Authorities so as 
to prevent conflict of authority and to 
minimize overlapping of powers; and 

(2) To hear all matters pertaining to 
the provisions of the General Code which 
may be submitted to it by any Divisional 
Code Authority; and 

(3) To attempt to adjust and/or to re- 
port the same te the Administrator; and 

(4) To exercise any other general and 
lawful powers which may be necessary to 
secure performance of the provisions of 
the Act. 

(b) Each Divisional Code Authority 
shall have the following powers: 

First. With respect to the provisions of 
the General Code which govern all Di- 
visions of the Trade, each Divisional Code 
Authority, subject to the approval or re- 
quest of the General Code Authority: 

(1) Shall require from wholesalers or 
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distributors in the Division which it repre- 
sents such reports as are necessary to 
effectuate the purposes of the General 
Code; and 

(2) May, upon its own initiative or 
complaint of any wholesaler or distributor 
in such Division, make investigations as 
to the functioning and observance of any 
provision of the General Code; and 

(3) May hear and attempt to adjust 
such complaints, and 

Provided, however, that any wholesaler 
or distributor who may be affected by the 
action or handling of matters pertaining to 
any provision of the General Code by his 
Divisional Code Authority, shall have the 
right to have such matter submitted to and 
considered by the General Code Authority 
for its action, as provided in Section 5 (a) 
of this Article. 

Second. With respect to the specific 
provisions of the Supplemental Codes 
which govern one or more, but not all, Di- 
visions of the Trade, each Divisional Code 
Authority, subject to the approval or con- 
sent of the Administrator: 

(1) Shall require from wholesalers or 
distributors in its Division such reports 
as are necessary to effectuate the purposes 
of its Supplemental Code; and 

(2) May, upon its own initiative or 
complaint of any wholesaler or distributor 
in such Division, make investigation as to 
the functioning and observance of any pro- 
vision of its Supplemental Code; and 

(3) May hear and attempt to adjust 
such complaints; and 

(c) In the event that a Divisional Code 
Authority should report any matter re- 
ferred to in the “Second” part of the above 
paragraph to the Administrator which af- 
fects any provision of the General Code, 
the Administrator may if he desires refer 
such matter to the General Code Authority 
for handling as if such matter had been 
directly submitted to the General Code 
Authority by such Divisional Code 
Authority, as provided in the “First” part 
of the above paragraph. 

Section 6. Information for Government 
Agencies.—In addition to the information 
required to be submitted to the General 
Code Authority and to the Divisional Code 
Authorities, there shall be furnished to 
government agencies such statistical infor- 
mation as the Administrator may deem 
necessary for the purpose recited in Sec- 
tion 3 (a) of the Act. 

Section 7. Administrative Interpreta- 
tions—The Administrator shall from time 
to time, after consultation with the Gen- 
eral Code Authority and/or with a Di- 
visional Code Authority, issue such ad- 
ministrative interpretations of the various 
provisions of the General Code, or of any 
supplemental Code, respectively, as are 
necessary to effectuate their purpose. 

Section 8. Undue Hardships Imposed 
by Codes.—Where the administration of 
the provisions of the General Code impose 
an unusual or undue hardship upon any 
wholesaler or distributor, or upon any 
Division, or where the administration of 
the provisions of any Supplemental Code 
imposes an unusual or undue hardship 
upon any wholesaler or distributor affected 
thereby, such wholesaler or distributor, or 
such division may make application for 
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relief to the Administrator, who, after 
such public notice and hearing as he may 
deem necessary, may grant such excep- 
tions to or modifications of the provisions 
of the General Code or of any Supplemental 
Code, as the case may be, as may be re- 
quired to effectuate the purposes of the 


Act. 
ARTICLE VII—Trade Practices 


Section 1. Inaccurate Advertising.—No 
member of the trade shall publish adver- 
tising (whether printed, radio, display, 
or of any other nature), which is mis- 
leading or inaccurate in any material 
particular, nor shall any member in any 
way misrepresent any goods (including, 
but without limitation, its use, trade-mark, 
grade, quality, quantity, origin, size, sub- 
stance, character, nature, finish, material, 
content, or preparation) or credit terms, 
values, policies, services, or the nature or 
form of the business conducted. 

Section 2. False Billing—-No member 
of the trade shall knowingly withold from 
or insert in any quotation or invoice any 
statement that makes it inaccurate in any 
material particular. 

Section 3. Inaccurate Labelling. — No 
member of the trade shall brand or mark 
or pack any goods in any manner which 
is intended to or does deceive or mislead 
purchasers with respect to the brand, 
grade, quality, quantity, origin, size, sub- 
stance, character, nature, finish material 
content, or preparation of such goods. 

Seetion 4. Inaccurate References to 
Competitors, etc—No member of the trade 
shall publish advertising which refers in- 
accurately in any material particular to 
any competitors or their goods, prices, 
values, credit terms, policies, or services. 

Section 5. Threats of Law Suits.—No 
member of the trade shall publish or 
circulate unjustified or unwarranted threats 
of legal proceedings which tend to or have 
the effect of harassing competitors or in- 
timidating their customers. Failure to 
prosecute in due course shall be evidence 
that any such threat is unwarranted or 
unjustified. 

Section 6. Secret Rebates—No member 
of the trade shall secretly and directly of- 
fer or make any payment or allowance of 
a rebate, refund, commission, credit, un- 
earned discount, or excess allowance, 
whether in the form of money or otherwise, 
nor shall a member of the trade secretly 
offer or extend to any customer any special 
service or privilege not extended to all 
customers of the same class, for the pur- 
pose of influencing a sale. 

Section 7. Bribing Employees. — No 
member of the Trade shall give, permit to 
be given, or directly offer to give, anything 
of value for the purpose of influencing 
or rewarding the action of any employee, 
agent or representative of another in re- 
lation to the business of the employer of 
such employee, the principal of such agent 
of the represented party, without the knowl- 
edge of such employer, principal, or party. 
Commercial bribery provisions shall not be 
construed to prohibit free and general 
distribution of articles commonly used for 
advertising except so far as such articles 
are actually used for commercial bribery as 
hereinabove defined. 


Section 8. Interference with Another’s 
Contracts.—No wholesaler shall attempt to 
induce the breach of an existing contract 
between a competitor and his employee or 
customer or source of supply; nor shall 
any such wholesaler interfere with or ob- 
struct the performance of such contractual 
duties or services. 

Section 9. Coercion.—No member of the 
trade shall require that the purchase or 
lease of any goods be a prerequisite to 
the purchase or lease of any other gocds. 

Section 10. Protection to Retailers.—It 
shall be an unfair trade practice for, 
Wholesalers who secure a substantial por- 
tion of their business from members of the 
retail trade to enter into competition with 
retailers by selling merchandise at whole- 
sale prices to ultimate consumers for per- 
sonal use or to sell to civic, institutional, 
and/or similar types of wholesale custo- 
mers, merchandise for the personal use of 
employees of such customers. Nothing in 
this section, however, shall prevent bona 
fide sales by such wholesalers to their own 
employees of merchandise that is for the 
personal use of such employees. 


ARTICLE VIII—Permissive Trade 


Practices 


Section 1. Differentials.—In any di- 
vision in “which manufacturers, importers, 
mills, or other primary sellers sell co- 
incidentally to several classes of buyers the 
Divisional Code Authority, subject to the 
approval and with the advice of the Ad- 
ministrator, may arrange for a conference 
of all interested parties, including primary 
sellers or the Code Authority governing 
them, for the purpose of defining and 
establishing price differentials which shall 
be fair and reasonable in relation to the 
nature and extent of the distributing ser- 
vices and functions rendered by each buy- 
ing class. Such differentials shall include 
all elements affecting the net price, such as 
discounts, terms, and allowances. 

The Divisional Code Authority, with the 
advice and consent of the administrator 
and after all interested parties shall have 
been given an opportunity to be heard on 
the matter, shall formally announce the 
price differentials which are deemed fair 
on specific products. When the Divisional 
Code Authority announces that a fair 
wholesale price differential has been estab- 
lished on any product by sources com- 
petent to adequately serve the wholesalers 
in the Division, then and thereafter, or 
until the Divisional Code Authority an- 
nounces that such fair price differentials 
have been discontinued, it shall be an un- 
fair trade practice for a wholesaler or 
distributor to handle such product unless 
the price at which it is sold to him allows 
or provides for such fair price differential. 

Nothing in this section shall be con- 
strued to abridge the right of manufactur- 
ers to sell direct to retailers or the right 
of retailers to buy direct from manufac- 
turers. 

Nothing in this section shall be con- 
strued to prevent reasonable and fair price 
differentials from being allowed on the 
basis of quantity purchased or such other 
factors as the Administrator shall deem 
proper. 

Section 2. Other Unfair Trade Prac- 
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tices.—Subject to the approval of the 
President after hearing there may be 
established, in any Supplemental Code, 
trade practice rules covering such other 
subjects as conditions in its specific Di- 
vision may require, together with regula- 
tions concerning such principles as loss 
limitation, selling below cost, price report- 
ing. Any violation of these provisions 
shall be an unfair trade practice. 


ARTICLE IX—Prison-Made Goods 


Pending the formulation of a compact 
or code between the several states of the 
United States to insure the manufacture 
and sale of prison-made goods on a fair 
competitive basis with goods not so pro- 
duced, the following provisions of this 
section will be stayed for ninety (90) days, 
or further at the discretion of the Ad- 
ministrator: 

(a) Where any penal, reformatory, or 
correctional institution, either by subscrib- 
ing to the code or compact hereinbefore 
referred to, or by a binding agreement of 
any other nature, satisfies the Administra- 
tor that merchandise produced in such in- 
stitution or by the inmates thereof will 
not be sold except upon a fair competitive 
basis with similar merchandise not so pro- 
duced, the provisions of Paragraph (b) 
hereof shall not apply to any merchandise 
produced in such manner in the institu- 
tions covered by such agreement. 

(b) Except as provided in the forego- 
ing paragraph, no wholesaler or distribu- 
tor shall knowingly buy or contract to 
buy any merchandise produced in whole 
or in part in a penal, reformatory, or cor- 
rectional institution. After May 31, 1934, 
no wholesaler or distributor shall know- 
ingly sell or offer for sale such merchandise. 
Nothing in this section, however, shall af- 
fect contracts, which the wholesaler or 
distributor does not have the option to 
cancel, made with respect to such mer- 
chandise before the approval of this code 
by the President of the United States. 

(c) Nothing in this section shall be 
construed to supersede or interfere with 
the operation of the Act of Congress ap- 
proved January 19, 1929, being Public, No. 
669 of the 70th Congress and entitled “An 
Act to direct goods, wares, and merchan- 
dise manufactured, produced or mined by 
convicts or prisoners of their interstate 
character in certain cases,” which Act is 
known as the Hawes-Cooper Act, or the 
provisions of any State legislation enacted 
under, or effective upon, the effective date 
of the said Hawes-Cooper Act, the said ef- 
fective date being January 19, 1934. 


ARTICLE X—Modification 


Section 1. This General Code and all 
codes supplemental thercto, and all the 
provisions thereof, are expressly made 
subject to the right of the President, in 
accordance with the provisions of sub- 
section (b) of Section 10 of the Act, from 
time to time to cancel or modify any 
order, approval, license, rule, or regulation 
issued under Title I of said Act and 
specifically, but without limitation, to the 
right of the President to cancel, or modify 
his approval of these Codes or any con- 
ditions imposed by him upon his approval 
thereof. 
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Section 2. This General Code and all 
codes supplemental thereto, except as to 
provisions required by the Act, may be 
modified on the basis of experience or 
changes in circumstances, such modifica- 
tion to be based upon application to the 
Administrator and such notice and hearing 
as he shall specify, and to become effective 
on approval of the President. 


ARTICLE XI—Monopolies 


No provision of this General Code, nor 
of any codes supplemental thereto, shall 
be so applied as to permit monopolies, or 
monopolistic practices, or to eliminate, op- 
press or discriminate against small en- 
terprises. 


ARTICLE XII—Application of Code 


Every wholesaler or distributor, except 
those who on the effective date of this 


code are governed by any other code of 
fair competition under the administration 
of the National Recovery Administration 
or the Agricultural Adjustment Adminis- 
tration, shall be bound by all the provisions 
of this General Code and by all the pro- 
visions of each and every Supplemental 
Code applicable to him, when such Gen- 
eral Code and/or such Supplemental Code 
or Codes shall have been approved by the 
President, except those wholesalers or 
distributors, who within sixty (60) days 
after the effective date of this Code file 
with the Administrator applications for 
exemptions to this code or any portion 
thereof, which after due consideration by 
the Administrator are sustained. 


ARTICLE XIII—Effective Date 


This General Code and all codes sup- 
plemental thereto shall become effective 
on the 10th day after its approval by the 
President. 





From General Johnson's Report to President 
When Submitting Wholesale Code 


HIS is a report of the Hearing on 

the Code of Fair Competition for 
the Wholesaling or Distributing Trade, 
conducted in the Ballroom of the May- 
flower Hotel, on Nov. 13, 1933. The 
Code which is attached was presented 
by duly qualified and authorized repre- 
sentatives of the Trade, complying with 
the statutory requirements, said to rep- 
resent 75 per cent in number and over 
80 per cent in volume of the Trade 
which could be included in this code. 


THE TRADE 


The Wholesale Trade according to 
the Census of Distribution (1929) is 
made up of 169,702 establishments with 
net sales of $69,291,545,000. However, 
a substantial portion of the wholesale 
trade comes under codes developed 
under the Agricultural Adjustment Ad- 
ministration, or previously covered un- 
der NRA manufacturing and distribu- 
tion codes. A_ net total of 45,043 
establishments with net sales of $15,- 
323,429,000 are under the Wholesaling 
or Distributing Trade Code as sub- 
mitted. Approximately 675,000 em- 
ployees are affected by this code. 

It is estimated that somewhat more 
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than 80 per cent of the employees in 
the Trade were working more than 40 
hours per week, 40 per cent more than 
45 hours per week, and 20 per cent 
more than 48 hours per week. The 40- 
hour week provided in this code should 
result in an increase in total employ- 
ment of between 10 and 15 per cent. 
This should absorb about half of the 
unemployment in the Trade as com- 
pared with 1929. 


PROVISIONS OF THE CODE 


The code provides for a work week 
of 40 hours. Outside deliverymen, main- 
tenance men, outside repair service men, 
and installation men are permitted to 
work 48 hours per week. Provision is 
made whereby an employer may work 
an employee such hours as may be 
necessary in excess of the hours men- 
tioned above if time and one-third is 
paid for such additional hours per week. 

The rates of pay are $15 per week in 
cities of over 500,000 population, or in 
the immediate vicinity and $14 per week 
in cities of less than 500,000 popula- 
tion, or in the immediate vicinity. 

The trade practices proposed in Ar- 
ticle VII of the Code are not in any 
respect objectionable. Article VIII, 
Section 1, provides for the possibility 
of setting up price differentials between 
different classes of buyers, thus recog- 
nizing the functional discount desired 
by wholesalers and distributors. All 
actions of this type are with the advice 
and subject to the approval of the Ad- 
ministrator. 
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DAMAGE SUITS 


HE dockets of the courts over 
TT country, and especially here 

in New York, are cluttered up 
with damage suits. In these days 
there seem to be a lot of people who 
need money, and one of the best ways 
to get money easily is to find some 
cause for damages. Just read the 
daily papers. Damage suits are being 
started for almost every kind of 
damage—physical, moral, spiritual 
and matrimonial. Of course there 
are two factors that lead to so many 
damage suits. First, the lawyers who 
take these suits on a contingency 
basis. Probably business is dull with 
them, and they are willing to take 
a chance on almost any old kind of 
suit. Second, these suits are tried 
before juries, and history records 
that an impecunious bunch of jurors 
are sympathetic and very willing to 
be exceedingly generous with some- 
body else’s money. 

Some time ago I was called on a 
jury, and the first suit was a dam- 
age suit. One of the first questions 
asked me by the lawyers was: “Are 
you prejudiced against damage 
suits?” To this question, I replied 
that “J certainly was.” Then the 
judge took a hand in the question- 
ing. He wished to know if I had 
ever had any damage suits against 
me. I told him that there had been 
a number of them. Then he said: 
“Are you so prejudiced against dam- 
age suits that you believe you could 
not give a fair and unbiased verdict 
in such. a case?” TI answered that I 
did not believe there was justice in 
the system of having damage suits 
tried before juries, and I did not be- 
lieve, for instance, a corporation 
would get an even break as against 
an individual under this system. I 
added that I was in favor of all dam- 
age suits being tried before judges, 
leaving the juries entirely out of it. 


JANUARY 18, 1934 


By SAUNDERS NORVELL 


From that time on I was excused 
from jury duty, as almost every case 
on the docket seemed to be a dam- 
age case. 

It occurred to me that it would be 
interesting to our readers if I told 
the story of some of the damage 
cases in which I have been person- 
ally interested. When in 1926 I sold 
out of the drug business, the sale 
was at a fixed price for cash. There 
was, however, a clause in the sales 
agreement to the effect that the buyer 
was to be protected by the sellers in 
all concealed liabilities that did not 
appear on the records and books of 
the company. This all looked simple 
enough. I never dreamed that so 
many concealed liabilities could 
spring up against a business that had 
been sold out. Here is one of them: 


“THE SODA FOUNTAIN CASE” 


While in the drug business, we 
were agents in New York for a cer- 
tain soda fountain. The only one 
we had in stock was in our sample 
room. When our salesmen found 
a prospect, they notified us, we in 
turn notified the manufacturers, and 
they sent their man around to make 
the sale. These soda fountains run 
into considerable money, and most 
of them are sold on the installment 
plan. The buyer pays a certain per- 
centage in cash, and then gives his 
notes, falling due monthly, for the 
balance. 

Over in Brooklyn, the manufac- 
turers of the soda fountain, on our 
order, installed one of their foun- 
tains in the store of a druggist. There 
are a lot of plumbing connections to 
be made when a soda fountain is in- 
stalled, as there are gas containers 
to carbonate the various kinds of 
water, water connections, etc. I 
learned, during the course of this 
case, that installing a soda water 


fountain is quite a complicated busi- 
ness. 

When the first note fell due our 
customer declined to pay, on the 
grounds that the fountain did not 
work just right. Men were sent 
around to find out the difficulty and 
fix it up. They claimed they fixed 
it, but the proprietor still declined 
to pay the first and then the second 
note, because he claimed he was not 
satisfied. Nevertheless, when we sent 
men around to check up we found 
he was running his soda fountain 
full blast, and apparently doing a 
good business. 

Month after month rolled by, and 
there were calls and letter writing, 
but no payments were made. How- 
ever, there was a clause in the sell- 
ing contract to the effect that if pay- 
ments were not made after a certain 
time, the seller had the right to re- 
move the fountain. This is where 
all the excitement started. The drug 
store proprietor was advised that on 
a certain date the manufacturers 
would call and “jerk” the fountain, 
as they expressed it. Two or three 
of our men were to go over with the 
manufacturer’s men in the truck to 
do this “jerking.” Afterwards we 
learned that the fountain had been 
removed. The manufacturers gave 
us a credit on it, and everything ap- 
peared to be calm and peaceful. 

But the worst was yet to come. 
After we had sold out the drug busi- 
ness, one day I was served with 
papers that indicated there was a suit 
for damages instituted against us by 
the gentleman who ran the drug store 
in Brooklyn. Therefore, it was up 
to us to hire lawyers and defend our- 
selves against the suit, which was for 
$10,000. (The fountain was worth 
about $1,500.) Briefs were ex- 
changed between the lawyers. It was 
impossible for us to arrange any 
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compromise, and so it was apparent 
the case was coming to trial. Our 
firm of lawyers had one of their 
members who studied the case care- 
fully. He seemed to understand it, 
but at the last moment he had to at- 
tend to some other more important 
case, and they ran in an old boy 
with whiskers on us, who was the 
height of dignity, but who knew noth- 
ing whatever about our case. He 
didn’t even seem to be interested 
enough to find out. 

I was called as a witness. I knew 
absolutely nothing about the entire 
deal until suit was started after ihe 


business was sold out. The jury was 
in the box. The retail druggist had 
a young lawyer who had fully posted 
himself on the case. Here’s what 
he told the jury: (Of course I am 
boiling it all down.) “These people 
arrived on a truck. They turned off 
the water and the gas. They cut the 
plumbing connections. They picked 
up the soda water fountain with all 
of its trimmings, carried it out and 
put it on the truck. They carried 
away this merchant’s silver spoons, 
his glasses, and his ice cream. In 
the meantime, while all this was hap- 
pening, the neighborhood realized 
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*Hardware Merchant 
at Mt. Vernon, N. Y. 
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*| FRIEND PRESIDENT |« 


(To F.D.R.) 


% Friend President—I call you so, 

Although my face you do not know. 

We've never met, perchance shall not 

Clasp hands on any earthly spot; 

ye But in my heart, you may depend— se 
I shall not cease to call you—friend! 


Our paths may never meet, yet will 
Your friendship help me mount each hill; 
se However steep the grade may be, ve 
How great the task—shall come to me 
The courage and the strength to strive, 
Both, by your friendship, kept alive! 


se While others, doubting, fear to aid, ye 
Behind you, I stand—unafraid! 

Your methods may not all be mine, 

But with intent so fair and fine, ' 

Supported by a heart so true, 

se Friend President—I’m all for you! ve 


Friend President—Though you be far 

From where I strive, this does not mar 

The power I receive from you, 

se Gift of a friend, to dare and do! se 
Back you I shall, with firm intent, 

As all men should—Friend President! 





William Ludlum* 

















there was some excitement going on, 
so they gathered outside the store, 
and watched the performance. The 
druggist’s reputation as a merchant 
was ruined. His nerves were shocked. 
His family were prostrated, and the 
truck drove away with the foun- 
tain.” 

The young lawyer painted this pic- 
ture of desolation in quite a sincere, 
convincing manner. Not only was 
this merchant suing for actual dam- 
ages, lost ice cream, glasses and sil- 
verware, but he was also suing for 
the damage to his reputation. I 
looked at that jury of 12 good men 
and true, and sized it up that $5,000 
would be about the amount that was 
coming out of our pockets for this 
concealed liability. 

Our lawyer with the billy-goat 
beard got up and floundered around. 
He made our case worse than ever. 
He called one of our young men as 
a witness. This young fellow had 
never before been a witness. He had 
never been in court. He had never 
been sworn. He was very much rat- 
tled by all the proceedings. His evi- 
dence was to the effect that he had 
not gone on the truck with the manu- 
facturer’s men, but had taken a taxi- 
cab and gone over by himself. When 
he was asked why he had done that, 
he said he was afraid there might be 
trouble and he didn’t want to get 
mixed up in it. That did our case a 
lot of good. When he finished his 
evidence I raised the ante of how 
much we would be stuck to $10,000 
instead of $5,000. The jury was 
especially interested in his evidence. 
I decided to do something for this 
young man when I returned to the 
office. 

Things were going along wonder- 
fully for the Brooklyn druggist, and 
then they placed him on the stand. 
He was a short, fat man with a bald 
head and heavy eyeglasses. Like 
many other men, when things are 
coming their way, instead of being 
satisfied, he just had to help matters 
along. So he described how the 
bruisers from the truck not only cut 
the plumbing, took the ice cream, the 
silver and the glasses, but they beat 
him up personally. He was so badly 
beaten by them that he had to go 
upstairs to his room over the store 
and go to bed. He was confined to 
his bed for several days. He wept. 
With his handkerchief he sponged his 
cheeks. Every man on that jury had 

(Continued on page 51) 
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Electrical Wholesalers Submit Supplement to Proposed 


Basic Wholesale Code 


Under Additional Trade Practice Rules Would 
Seek Uniform Store Hours 7 a.m. to 6 p.m.— 
Would Prohibit Sales Below Cost, Lump-Sum 
Quotations and Uneconomic Deliveries—Would 
Not Buy From Factories Which Compete by Also 
Performing Wholesale Function. 


By L. W. MOFFETT 


Washington Representative of Hardware Age 


\ 7 HOLESALERS of electrical 
goods on Jan. 10 presented 
a fair trade practice supple- 

ment to the wholesale code at a hear- 

ing in the Washington Hotel before 

Deputy Administrator Kenneth Dam- 

eron. 

The trade practice proposals 
would establish uniform store hours 
not greater than 7 A. M. to 6 P. M., 
and prohibit sales below cost, lump- 
sum quotations, split shipments, 
extra or unearned discounts, deliv- 
ery beyond metropolitan areas, en- 
ticing employees, etc. Most impor- 
tant, however, are two sections, one 
to prohibit selling by a wholesaler 
to customers at prices lower than 
those filed by the manufacturer for 
the same customer, and the other to 
prohibit buying from any manufac- 
turer who also performs a wholesale 
function, unless the manufacturer 
makes a fair charge for such service. 

The National Electrical Wholesal- 
ers’ Association, sponsored the sup- 
plement, which was presented by 
Walter J. Drury, manager of the 
Graybar Electric Co. branch in New 
York. Mr. Drury is chairman of the 
executive committee of the Associa- 
tion as well as head of the code com- 
mittee. 

Mr. Drury said that in 1929 there 
were 1384 concerns in the wholesale 
electrical trade, with an investment 
of more than $100,000,000. Business 
done that year amounted to $474,- 
000,000, with 21,438 persons em- 
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ployed and paid $43,000,000. In 
1932 there were only 994 firms, with 
invested capital of about $55,000,- 
000, doing $200,000,000 business. 
Employment was reduced 30 per 
cent to 15,000, while business de- 
clined 58 per cent in value, Mr. 
Drury said. 

He stated that only 25 per cent of 
the electrical commodities sold at 
wholesale go to retailers, the re- 
mainder going to large consumers, 
such as contractors, public utilities, 
manufacturers, large industrial com- 
panies, etc. 

Sponsors strongly upheld the pro- 
posals, while they were vigorously 
condemned by those who represent 
customers of such goods. 

F. R. Eiseman, of the Revere Elec- 
tric Co., Chicago, a member of the 
Code Committee, presented the pro- 
ponents’ case to support prohibition 
of underselling manufacturers. Lim- 
iting the manufacturer by his pub- 
lished price and not limiting the 
wholesaler to the same terms was de- 
clared by Mr. Eiseman to be unfair 
competition. This view was sup- 
ported by W. E. Spaulding, Ana- 
conda Wire & Cable Co., New York; 
B. D. Christian, Crocker-Wheeler 
Electric Mfg. Co., Ampere, N. J.; 
Calder C. Downie, Pass & Seymour, 
Inc., Syracuse, N. Y., and H. S. 
Walker, Walker Bros., Conshohocken, 
Pa., all manufacturers. 

Consumers’ Adviser S. F. Heinritz 
objected strongly. By submitting 


such a proposal wholesalers forfeited 
all rights to a separate code, he said, 
delegating all initiative to outsiders 
and negating their wholesale func- 
tion. He declared that “His master’s 
voice” could become the slogan of 
the trade. The proposal to deal only 
with manufacturers who do not 
wholesale or who make a charge for 
such service, was called a boycott. 
Several of the other provisions were 
declared to be objectionable to the 
Consumers’ Advisory Board, but Mr. 
Heinritz suggested revisions which he 
said would meet the objections. He 
asked that the two major clauses be 
eliminated. 

Irving C. Fox, representing the Na- 
tional Dry Goods Association, con- 
curred in objections made by Mr. 
Heinritz. He added further points, 
basing some of his statements on a 
book on electrical goods distribution 
edited by Deputy Dameron before 
the latter’s appointment with the 
NRA. 

The supplement is inextricably 
bound up with the electric manufac- 
turing industry code, Mr. Fox 
pointed out, and some revision of 
that code is apparently in prospect. 
He asked that no action be taken un- 
til such revision is approved. He 
also cited the hearing on price 
changes as establishing precedent on 
price-maintenance sections. Other 
provisions of the supplement also 
were found objectionable, and Mr. 
Fox proposed changes which he said 
would make them more nearly satis- 
factory. 

H. O. Smith of the Hardware & 
Supply Co., Akron, presented the 
sponsors’ arguments in favor of pro- 
hibiting lump-sum quotations. E. M. 
Graham, vice-president of the Na- 
tional Electrical Supply Co., Wash- 
ington, explained why it is deemed 
necessary to prohibit split shipments. 
L. L. Hirsch, president of the Elec- 
trical Supply Co., New Orleans, 
spoke in further support of the sec- 
tion on absorption of wholesaling 
cost by manufacturers. 
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This window by A. H. Marshall Co., Inc., Plattsburg, N. Y., uses the H.A. interchangeable display fixtures, 


Give Your Windows New 


Put that 1934 look 
in them with the 
aid of the sug- 
gested displays. 























This Series B arrangement used in win- 


dow at right. 
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f VRAFFIC comes to stores that 
concede nothing in the way of 
attractiveness to other retail 

stores in their trading areas. Prob- 

ably the least competition for the 
consumer’s dollar comes from other 
hardware stores. It is more than 
likely to be concentrated in depart- 
ment stores, dress shops, men’s fur- 
nishings stores and the like. Such 
retail establishments as those men- 
tioned give a high grade of attention 
to their window displays. They must, 
or they would not gain the respect 
of the public. It is this fact that 
successful hardware stores have 
grasped and such windows as are 
chosen for reproduction in Harp- 

WARE AGE reflect the progressive 

thinking of these merchants. 

The A. H. Marshall Co., Inc., 
Plattsburg, N. Y., who uses the 
Harpware AGE interchangeable dis- 
play fixtures, describe one of their 
trims thus: “The floor is covered 
with a green paper with a silver 
stripe, the fixtures are orange and 
black trim, which make the mer- 









chandise just say “come in” (and 
when they do we sell them). A 
letter to the editor, from Mr. Viall, 
of the Marshall store, describes the 
way he painted his fixtures (Page 
58, this issue). Mr. Viall thanks 


us for the suggestion through our 
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The Walker Co., Oak Park, Ill. 


columns and adds “any progressive 
hardware merchant would find it 
would pay—we have.” 

The beautiful window of the Oak 
Park, Ill., store of the Walker Co., 
featuring valentines, is another traf- 
fic encourager. Inside the store is 
a long table heaped with valentines. 
It ties in nicely with the window dis- 
play. 

The suggested windows this week 
are strikingly simple and clean cut. 
With the interchangeable fixtures 
they are easily and quickly installed. 
You can make your own. Send for a 
sheet of instructions. 


Watch Next Issue for New 
Series C - Fixtures 


This series A arrangement used in win- 
dow at left. 











Get Them 





Store Traffic is our aim. We want 
you, your family, and your friends 
to make our store your shopping 


habit. 





nto Iown— 








You need not feel that you must make purchases; just shop around our 


store, see the new merchandise, tell your neighbors about us, and let’s become 
better acquainted. We will be here to wait upon you—when you are ready to 
be served, but you are invited to come in and look about even though you do 
not spend a penny. Come in and see us just the same. Here are a few of the 
interesting values we hope will bring you to the 


CENTRAL STORE 








ALCOHOL 


Protect your car, motor and radiator with 
good, safe, 188 pruof, completely denatured 


59c 

















alcohol, Our price on good alcohol is GALLON 
PYREX 
Set of 6 MEASURING CUP 
PYREX 
CUSTARD 
CUPS 
SPECIAL Very Handy for Cooking 
po mong lympho RR 
25¢ and Is odor a and flavor 23¢ 
proof, OSpecial........ 





No. 8 size. Everybody knows 


that a Griswold Skillet is a , 
good one. They are priced ¥ 


exception- 
“ low 


69 








KITCHEN LIGHT 


79¢ 


— with globe and Cc. 
ket. Brighten up your kitchen with 
a o uw light at this low price. 





THE FAMOUS JUSTRITE PET FOODS 
I ted Bird Seed, 10, 25e packeges. 
Bird G ravel......10¢ and 15¢ pac 


‘with, ¢ Cod Liver Oll.....- 
— ween and 25¢ packages 


Honey Rull ‘Stite yt © eeseoccces 
FREt SAMPLES AND BIRD scons 





CENTRAL STORE 


“Where You Get Value”’ 








Here is an ad that says exactly what is meant. ““We want store traffic.” 


By J. A WARREN 


Associate Editor, Hardware Age 


Tie series of advertising ar- 
ticles is intended to help the 
hardware merchant who has no 
regular advertising department de- 
voting its time exclusively to this 
phase of merchandising. During the 
coming months we will show a wide 
range of advertisements that have 
been used by hardware stores in 200 
of the best newspapers of the coun- 
try, because through the study of 
good ads the hardware merchant may 
improve his own copy. Let us con- 
sider a few of the fundamentals of 
hardware store advertising once 
more, before going into details. 

If your trading area has been al- 
lowed to go static, part of your ad- 
vertising plan should begin there. 
Are there sufficient attractions to 
bring people into the town in the 
first place? Are they drifting to 
other towns where more interesting 
things are going on? Has your town 
a movie theater that is showing new 
pictures? Is the shopping district 
smart enough to attract women shop- 
pers? Is there a good lively social 
life in town? Are outdoor games and 
sports fostered there? Is ‘the town 
shopping area brightly lighted at 
night? All of these things should 
be right before you can get the most 
from any kind of advertising, no 
matter how well done it may be. 


Get Farmers’ Friendship 


The farming community surround- 
ing your town should be cultivated 
by the people of the town. Nothing 
is more important than this activity. 
It is an unfortunate fact that farmers 
have an erroneous idea that a social 
barrier of some fancied sort exists 
between them and the townspeople. 
It requires a skillful handling to 
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et Them Into Your Store 


overcome this notion, and it must not 
be done in a patronizing way, as that 
will only heighten the feeling. 


Is the Store Right? 


Tom Witten, Trenton, Mo., can tell 
a lot about how the imaginary line 
surrounding the town may be obliter- 
ated everywhere but on the map. His 
great observation is “Get acquainted 
with your neighbor, you may like 
him.” It is a good text for any group 
of merchants to adopt as a motto. 
But it has to be lived up to, a task 
harder to start than to continue. 

When you have begun to arouse 
life in the trading area, it is time to 
look into your store. Or, perhaps, 
you prefer to do it the other way 
around. Many a fine store, with 
good windows and a pleasant staff, 
fails to get the full quota of store 
traffic because of the feeling on the 
part of the public that customers are 
expected to buy every time they en- 
ter the store. This is one of those 
peculiar and unfortunate beliefs that 
probably have their roots in the days 
when one went into a hardware store 
only when he needed a specific item. 
Hardware stores are graduating from 
that idea of late years and now one 
may shop around as comfortably as 
anywhere. But everyone doesn’t 
know this. We must get this knowi- 
edge over to the public. Drum it in 
and keep drumming it in until it is 
accepted. That is the way that large 
advertisers have made their products 
so well known that people accept 
them as readily as their daily routine. 
They have told the public about 
them in many and varied ways, al- 
ways hammering on the same argu- 
ment, however. So to advertising! 

Assuming that your windows are 
made the most of, your next step is 
to tell the public about your store. 
Whereas many people object to a 
steady flow of direct mail advertising 
and handbills, the newspapers may 
be used with good results, provided 
the said newspapers are alive to their 
opportunity and they, too, know how 
to reach their trading area. A good 
newspaper should be helped in every 
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way, not as a mere matter of local 
patriotism, but as a business proposi- 
tion. You should put it up to your 
newspaper publish>r that advertising 
can only pay you if his paper not 
only reaches the majority of citizens 
in the trading area, but is well re- 
ceived and respected. Upon this 
newspaper will devolve the burden 
of cementing the town and country 
people into a harmonious whole. 
Merchants who will both urge and 
assist a newspaper in such work will 
be well repaid. 

The advertisement on the first page 
of this article was made up in the 
office of HarpwareE AGE, using a few 
special items from the ads of the 
Eagle Hardware Stores in Cleveland, 
Ohio. The main point in this ad is 
the straight-from-the-shoulder state- 
ment that your store is after customer 
traffic. No bunkum in that statement. 
You are after more customers and 
you are offering these specials or 
any others you choose, and as many 
more as you choose, to attract them. 
Any reasonable person will see and 
understand this approach. The orig- 


inal of this ad was three columns by 
11 inches. It is a clean cut and at- 
tractive ad and can be easily pro- 
duced in any newspaper office. Most 
newspaper offices have a cut service 
from which appropriate illustrations 
may be chosen, but in the case of ar- 
ticles advertised, try to get cuts of 
the actual merchandise, either from 
your jobber or other source of sup- 
ply. 

The advertisement of the Weed 
store, Rochester, N. Y., is a clever 
arrangement insuring reading matter 
all around the ad. The pre-inventory 
sale idea is, of course, a regular 
sale event, but it also a valid reason 
for offering specials and may well be 
copied. 

More along this line next issue and 
thereafter. Watch for it. 





Savings on 
Housewares 





















Savings on 








Weed’s, of Rochester, a a 
N, Y., used this clever prastioess 
way to get attention. 
Reading matter sur- 


rounds the ad space. 








Savings for 
Men 











g ' 
Saving for B . 


Motorists . enuINE Twwmex  * 


| 





test the Stee ber Home Une 


Hi-Test Radiator agrbyora ones ¢ 2 OF SIZE ALUMINUM FINISHED J 5 “4 
CICAR “LIGHTERS .....44 Fi Galv. Humidifiers ae ve || 
- rom = | ts on the rear of ore ~~ 
FF iy interes A Qe | ws nem $1.25 
S22 RADIATOR CoveRS 98 | CLOSE OUT 


ry Hair Clippers 


tiene ne (ae vile 
aconts resree 49) 55¢ 7 tae 














E=% ted 


WATCHES 
















— Sennen RA HEAVY ies SDE ASH HANDLE ye 
SUDNACE SHOVEL “5Qe Covered As Cans i 


7 310 | exe || 2° 


pene ray x 
=< = WOOD FRAME HEAVILY TURNBUCKLED: ND DRILL 
ie $385 | Heavy Duty Bucksaw 5] “ 


GED HEAD, SINGLE BIT 


CHOPPING AXE 


HACE sAranontD STE BOF wal 
RECISTER SHIELDS . , 


AUTO 4 
Teer vane 
oe & poceer Knives, 44° | Si“SNow' sHove . . 
fo om ve remy voe"9 nu W000 
STEAK KNIVES $1.95 J WINTER VENTILATORS . «ss 25s 
EMERCENCY tove wast now conmacron 
TIRE CHAINS reais age WATER FAUCET . see 75 


DOOR TURNBUCKLES , 






2-quart Sauce Pan $] 

Handled Criddle 89« an 

Cast Aluminum Tea Kettle $265 

7. AS ‘a 

RG rect fice $4.95 
GALVANIZED 

WEAR SPEC IALS 








Gonnten 
‘ oll riveted 
Augen ws 98 FUL OY, 70uNe COMUSATED 


= ASH CANS “= he 






ij 


CARBACE CANS 


So || SF secs 95: 








rasta 20 
™/ 





COAL HOO end FIRE SHOVEL 
ireplace 
ixtafes || 

Boys’ Tool Chests lz % oO 


euecTRC “e 
ATERS 
9 2 for $] 25% oF = \. "525 oe 
75: aps 

















a 


..75:| Main 7900 © 15 Exchange St. 











41 











) *\jV 3+ 





THE PRICE SITUATION AT A GLANCE 


(See report below for details.) 


ADVANCES BECOMING EFFECTIVE 


Hard fiber twines, etc. 
Horseshoe drive calks. 


Lock-sets and miscellaneous 
builders’ hardware. 


{ESS HIGHLIGHTS 






Heavy steel too! lines. Januar 
DECLINES BECOMING EFFECTIVE Y 

Lead. Electrical switch and outlet 

Zine. ‘beam. 18th 


ADVANCES ANTICIPATED 


Shears and scissors. Lamp cord. 


Manufacturers of lock-sets and 
miscellaneous builders’ hardware is- 
sued new and higher schedules, effec- 
tive January first, advancing irregularly 
from 10 to 20 per cent. Certain of the 
more competitive lock-sets were marked 
up as much as 25 per cent. Follow- 
ing upon the sharp general rise of last 
summer, the effect of these new prices 
upon the spring demand will be 
watched with great interest. 


x * * 


Heavy steel tool lines have ad- 
vanced again—picks and _ mattocks 
about 5 per cent—sledges, choppers’ 
wedges and anvil tools about 10 per 
cent. Tool and wheelbarrow manu- 
facturers are making progress in 
“whittling down” the troublesome 
CWA shortages by increased shipments 
to all distributors, but the famine on 
some items is likely to continue for 
several weeks. 

* * * 


Another feature of CWA de- 
mand, noted by hardware stores, is the 
great increase in sales of lunch kits 
and vacuum bottles. Many CWA em- 
ployees are for the first time engaged 
in outdoor work, and are finding 
lunch equipment a new and urgent ne- 


cessity. 
* * * 


An increase of 1% cents per 
pound on hard-fiber twines, lath yarn, 
and hay and hide rope was issued Jan- 
uary second, following the recent rise 
on jute, fine India and cotton twines, 
and reflecting the added processing 
tax. The same zone system of deliy- 
ered pricing is in effect as lately 
adopted on sisal and manila rope. 
Liberal discounts are in effect on hard- 
fiber twines, for quantity purchases of 
200 pounds or more for a single ship- 
ment to a single destination. 
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DECLINES ANTICIPATED 


1934 


Annealed and galvanized stone 
wire, gauges 16 to 28, in the usual 12- 
pound coils, is now marketed under 
the steel code. New price lists were 
issued last month, f.c.b. Cleveland, 
Ohio, as a basing point, and including 
the following figures to the trade on 
quantity orders of the leading sizes: 


Per 100 Lb. 
16 gauge, annealed. . ne $4.20 
18 gauge, annealed... ..... 5.00 
19 gauge, annealed —_—r 5.10 
20 gauge, annealed. ....... 5.20 


* * * 


Asbestos paper and mill-board 
have been selling in fair volume at 
the advanced quotations which were 
last confirmed on September 25th. 
Prices have held steady except in the 
case of one new producer of mill- 
board, whose quotations were met by 
some of the larger makers for a brief 


competitive period. Asbestos paper 
has not been affected. , 
* * * 


Shears and scissors, particulariy 
the higher quality lines, are trending 
upward in price, and jobbers are ex- 
pecting definite announcement soon. 
The move has already started in the 
withdrawal by the factories of con- 
cessions which were prevalent on cer- 
tain grades and makes during the com- 
petitive period. 


* * * 


January has opened with hard- 
ware sales unexpectedly active. Deal- 
ers are buying with apparent confi- 
dence, and at a rate sharply in excess 
of last January. Ordering is still 
limited by restricted credits, though 
wholesalers and retaliers alike report 
more satisfactory collections, with a 
consequent partial easing of credit ac- 
commodations. Current buying is con- 
fined chiefly to staples and spring 





seasonables. In fact, prices are avail- 
able as yet on only a few strictly 
summer and fall lines. Futures, when 
offered, are selling rather freely. 


* <* * 


Most business organizations, as 
well as most individuals, according to 
Dun’s review, have readjusted their 
affairs to a position where they can 
enjoy the full force of the upturn in 
business. As a result of policies in- 
augurated since June, most industries 
are operating with more efficiency and 
economy than was considered possible 
back in 1929. 


* * * 


Home butchering and meat can- 
ning has increased lately by leaps and 
bounds, and the hardware retailer’s 
sales of meat choppers, stuffers, pres- 
sure cookers, canning jars, and cutlery 
have jumped accordingly. In Illinois 
alone the meat processed by farmers 
for their families is reported at a rate 
of more than 150 million pounds of 
pork a year, in addition to beef, veal, 
lamb and poultry. By doing their own 
butchering, farm households save the 
federal processing tax of two cents per 
pound, live weight. 


* <* * 


Changes’ recently in metal 
prices, other than steel, have been rela- 
tively slight. Lead declined $3.00 a 
ton on January 2, because of poor con- 
sumer demand and unfavorable stock 
and sales statistics. Reports of con- 
tinued mine operations at a relatively 
high rate and smaller shipments of 
metal were expected to result in a fur- 
ther increase in surplus stocks. Zinc 
eased off $1.00 per ton, partly in sym- 
pathy with the reaction in lead. Smelt- 
ers were said to be seeking business, but 
consumers were in no hurry to order. 

Copper remained quiet and steady. 
Both producers and consumers have 
adopted a waiting attitude, pending 
further developments on the copper re- 
covery codes. Tin fluctuates somewhat 
with the rise and fall of the dollar in 
foreign exchange. Prices lately have 
been only a few cents under the No- 
vember peak. The anticipated sharp 
reduction in tin plate operations after 
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the new year has occurred, with ac- 
tivity estimated at 35 to 40 per cent of 


capacity. 
* * * 


Horseshoe drive calks have been 
advanced by Eversharp Manufacturing 
Co., New Brunswick, N. J. Sharp calks 
are up $1.00 per thousand and blunt 
$2.00 per thousand, the rise in jobber 
costs ranging from 7144 to 12% per 
cent. 

* * * 


Sales of electric refrigerators in 
the United States in 1933 were about 
1,050,000 units—a new high record and 
about 100,000 in excess of sales in 1931, 
the previous peak year for the indus- 
try. Total sales of household units in 
1932 were only 770,000, as against 950,- 
000 in 1931, 775,000 in 1930 and 660,- 
000 in 1929. 


* * * 


November shipments of house- 
hold washing machines (the latest re- 
ported) by members of the Manufac- 
turers Association, totaled 69,026 
units, according to J. R. Bohner, secre- 
tary. This compares with 107,404 units 
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in October this year. No direct com- 
parison with last year is available, as 
one of the leading producers did not 
start reporting to the Association until 
this July. The November figures are 
considered, however, to be well ahead 
of the corresponding 1932 output. 


* * * 


Electrical switch and _ outlet 
boxes have been slightly reduced 
(about five per cent) in price, and job- 
bers are expecting some decline in 
quotations on jamp cord. There were 
slight advances on several electrical 
appliance items on January 1—all 
apparently intended to equalize quota- 
tions, under the code, on similar items 
made by different manufacturers. 


% * * 


Incandescent lamps sold in the 
United States during 1933 were esti- 
mated at a total of 616,000,000 pieces, 
including both large and miniature 
lamps, according to a review of the 
electrical industry by John Liston in 
the “General Electric Review.” This 
figure represents an increase of more 
than 11 per cent over the sales in 1932, 


and is within three per cent of the sales 
in 1929, the only other year when sales 
exceeded 600 million lamps. 


% * * 


Sales of manufactured rubber 
goods, reported to Dun and Bradstreet, 
Inc., showed a general increase in the 
unit volume of 20 to 30 per cent over 
the 1932 record. Prices at the end of 
the year were fairly well stabilized to 
a position averaging about 25 per cent 
above that held at the beginning of 
1933. 


* * * 


Furniture prices at the recent 
Chicago furniture show were reported 
averaging about one-third higher than 
the low level, which occurred last 
March. Officials in charge of the dis- 
play stated that furniture is 20 per 
cent higher than at the mid-year mar- 
ket, and that the most recent mark-ups 
show the effect of the code in lumber, 
plywood and veneers, which went into 
effect in November. 


* * * 


With the addition of 1060 glass- 
workers at plants of the Libbey-Owens- 
Ford Glass Company at Toledo, Ohio, 
Charleston, W. Va., Ottawa, IIl., and 
Shreveport, La., a new employment 
record has been established. The com- 
pany’s total working force now exceeds 
5000 employees, an increase of 86 per 
cent over a year ago. Officials indicate 
that this record figure will be further 
increased during January, since six fur- 
naces have been lighted at another 
plant, which will be making glass be- 
fore the end of this month. 


* * * 


The National Lumber Manufac- 
turers Association reports softwood pro- 
duction during 1933 was 26 per cent 
above 1932, and hardwood production 
56 per cent above the figures for the 
previous year. During 1933 lumber 
shipments averaged six per cent above 
production and orders seven per cent 
above, showing a considerable gain in 
the industry’s self-control. The effect 
of recent sharp price advances, under 
the lumber code, were felt in that or- 

(Continued on page 53) 
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New York Housewares Manufacturers 


Form New Association; Plan Summer Show | 


The executive committee of the © 
Associa- | 


American Housewares 
tion voted at a meeting held Jan 
3 to disband that organization. A 
new associition, sponsored by 
many of the largest manufac- 
turers of housewares and house- 
furnishings, has been formed 
under the name New York 
Housewares Manufacturers As- 
sociation. Plans call for a “no- 
profit” show in New York City 
during the summer of 1934 at 
one of the leading hotels. The 
date and plans will be announced 
later. 

Walter Beh, Beh & Co., New 





® 


York, is president, Stanley Wil- | 


liams, Vollrath Co., Sheboygan, 
Mich., is vice-president and A. A. 
Bernardine, National Enameling 
& Stamping Co., Milwaukee, Wis., | 
is treasurer. Flo. English is sec- 
retary with headquarters at 22 | 
E. 29 St., New York City. 
ACE TTARDWARE CORP. 
ADDS 3 MORE STORES 


E. G. Lindquist, secretary, Ace | 
Hardware Corp., Chicago, IIl., | 


has announced that three more 
stores have joined the Ace group. 
The store of Frank Lang & Sons, 
Cicero, Ill., has become No. 43, 


while Holder Hardware Co., 
Bloomington, IIl., is No. 44. | 
Dowling Hardware Co., Dan- | 


ville, Ill., joined the group as 
store No. 45. The Holder Divi- 
sion becomes the oldest store in 
the Ace organization, having 
been established in 1853. 


W. G. PEARCE ADDRESSES | 
PHILADELPHIA ASSN. 


At the December meeting of | 
the Retail Hardware Association 
of Philadelphia, held at Kugler’s 
Restaurant, Philadelphia, Pa., W. 
Glenn Pearce, secretary, PASHA, 
and member of the Philadelphia 
Retail Compliance Board, ex- 
plained the set-up of that board 
and gave details of some of the 
cases handled up to that time. 
Secretary W. F. Brown read a 
detailed report of the year 1933 
activities and urged members to 
watch state, local and national 
activities affecting retailers. 

Vice-President George R. 
Park, Jr., presided at the meet- 
ing. 
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| linois, 
| Kentucky, Michigan, Minnesota, 





H. C. KELLAM 


KELLAM, DISTRICT MGR. 
FOR PARKER WIRE GOODS 


H. C. Kellam has been ap 
pointed western district manager 
for the Parker Wire Goods Co., 
Worcester, Mass., manufacturers 
of wire hardware, special wire 
forms, metal stampings, with of- 
fices at 29 E. Madison St., Chi- 
cago, Ill. He will have under 
his supervision the states of Il- 
Indiana, Iowa, Kansas, 


Missouri, Nebraska, Ohio, Wis- 
consin and western Pennsylvania. 
W. E. Grabfelder, who has been 
associated with Mr. Kellam for 
the past 15 years will cover the 
territory outside of Chicago and 
Milwaukee. 


GOODRICH RUBBER CO. 
PERSONNEL CHANGES 


Walter J. Haecker has been 


| appointed wholesale and retail 


credit manager for the Pitts- 
burgh, Pa., district of The B. F. 
Goodrich Rubber Co., Akron, 
Ohio, and the Pittsburgh Silver- 
town, Inc., retail store. W. H. 
Keplinger, former credit man- 
ager, Philadelphia, Pa., district, 
has been named district credit 
manager of the Seattle, Wash., 
district for the company. Carl 
D. Horst, Jr., succeeds Mr. Kep- 
linger at Philadelphia. 

Robert W. Nickels has been 
appointed credit manager for the 
Cleveland district of the com- 


| pany. 
wholesale and retail credit man- | 





He had previously been 


ager in the Pittsburgh district. 
RODGERS IS SPEAKER 
OF KENTUCKY HOUSE 


W. E. Rodgers, Guthrie, Ky., 
hardware dealer, grocer and 
president of the Bank of Guthrie, 
was named Speaker of the House, 
Kentucky, on Jan. 3. Mr. Rodg- 
ers, a former state senator, was 
victor in the House caucus by 
one of the largest majorities ever 
recorded in such a contest. 





EMERSON RADIO MOVES 
PLANT AND OFFICES 


Emerson Radio & Phonograph 
Corp. recently moved its plant 
and offices from 641 Sixth Ave., 
New York City, to the Port Au- 
thority Commerce Bldg., 111 
Eighth Ave., New York City. 





AUTOMATIC BURNER 
CORP. HOST TO STOVE 
MEN 


Representatives of more than 
thirty stove and range manufac- 
turers, who were attending the 
Furniture Market in Chicago, IIl., 
were recently given a dinner by 
the Automatic Burner Corp., 
manufacturers of A.B.C. oil burn- 
ers, at the Knickerbocker Hotel, 
Chicago.. 

Talks were made by Carl Hoff- 
stetter, president, The Odin 
Stove Mfg. Co.; H. J. Waff, Nor- 
folk, Va.; Carl Froehlich, vice- 
president, Continental Stove 
Corp.; J. H. Hirsch, Joseph 
Hirsch and Stanley Perry, Auto- 
matic Burner Corp. 

The design, construction and 
merchandising of oil burning 
stoves and ranges were thorough- 
ly discussed. 





NEWSPAPER ISSUES SPECIAL SECTION 
ON STRATTON-WARREN 
33RD ANNIVERSARY 


In commemoration of the 33rd 


anniversary of the Stratton-War- | 


ren Hardware Co., Memphis, 
Tenn., wholesale 
the Commercial Appeal, Mem- 


phis, issued on Dec. 30 a special 


distributors, | 


editorial and advertising section. | 
The first page contained an edi- | 


torial by Leslie M. 
organization, entitled “A Message 
of Appreciation.” 


Stratton, | 
president of the Stratton-Warren *| 


Tracing the history of the com- | 
pany the Commercial Appeal’s | 


special section carries 
tions of the company’s quarters 
and pictures of its executive per- 
sonnel. The company was found- 
ed in 1900 as Davidson-Bagley 
Co., being incorporated in 1902 
as Benedict, Warren & Davidson. 
In 1909 Mr. Stratton came into 
the business as president of the 
company upon the death of 
Robert Donald Warren, founder 
of the company and father of 
James W. Warren and R. Don 
Warren, present vice-presidents. 
The company’s present name 
wis adopted in 1913 when the 
Barnes & Miller Hardware Co. 
was purchased outright by the 
old Benedict, Warren & David- 
son Co. The present plant was 
designed by Mr. Stratton and was 
constructed in 1921. 


illustra- | 








L. M. STRATTON 


Control of the Mississippi Val- 
ley Furniture Co., wholesale firm, 
was acquired in 19]5 and later 
was purchased outright by the 
Stratton-Warren company. It is 
now located in the same building 
as the hardware firm, under man- 
agement of R. R. Chism. 

Vice-presidents of the company 
are Leslie M. Stratton, Jr., son 
of the president; R. Don Warren, 
James W. Warren, Warren Strat- 
ton and W. F. Stephenson. Mar- 
shall G. White is secretary-treas- 
urer. 
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ER CHANDLEE IS PRESIDENT | suit. The company will continue | and Thomas L. Marshall, who TORRINGTON CO. BUYS 
VE OF EDW. K. TRYON CO. | to operate under equity receiver- | were recently appointed perma- WESTFIELD MFG. CO. 
' Charles Z. Tryon, former presi- ship through Le Roi J. Williams | nent receivers by the court. Recently the Westfield Mfg. 
than '¥ lest h P : ac- 
dent of Edw. K. Tryon Co., 3 Co., Westfield, Mass., manufac 

wufac- Philadelphia, Pa., wholesale PRATT & LAMBERT SALESMEN CONVENED pees turers of bicycles and children’s 
3 the hardware distributors, was elect- IN CHICAGO, BUFFALO AND NEW YORK | vehicles, which has been in re- 
y Iil., ed chairman of the board of the Salesmen of the western divi- sented service awards. 3. A, ceivership, was reorganized Rios 
“4 by company at a meeting held Jan. | sion of Pratt & Lambert, Inc., | Juenker, assistant advertising The W estfield Mfg. Co., having 
es 2. He was succeeded as presi- | Buffalo, N. Y., held a three-day | manager, received a watch for become a subsidiary of The Tor- 
sar y sales convention at the Hotel | 20 years’ service. Cuff links for | Tington Co., Torrington, Conn. 
otel, Drake, Chicago, Ill., Jan. 5 to | 10 years’ service were awarded; The Westfield company, which is 


7. C. D. Sproule, vice-president, 


and A. A. Le- 


G. Abernathy 


Hoff- in charge of the western terri- | claire, sales representatives; O. 
Odin tory, welcomed the men. Presi- | J. Schultes, M. S. Armstrong 
Nor- dent H. E. Webster spoke op- | 2nd D. Mehroff, laboratory; B. 
vice- timistically of the business out- | McFadden and C. J. Spaulding, 
stove look for 1934, and was followed | Buffalo office and W. H. Jones, 
seph by W. P. Werheim, vice-presi- | master mechanic. Mr. Spaul- 
Luto- dent, who outlined the company’s | ding, general: sales department, 

advertising campaign. R. W. | spoke on the revived construc- 
and Lindsay, vice-president, discussed | tion activity on the part of the 
ning sales problems and the com-| government and on residential 
ugh- pany’s products, with the as- | work now in prospect as reported 





| manufacture. 


sistance of W. R. Fuller, tech- 
nical director. 

R. C. Stark, production su- 
perintendent, outlined the com- 
pany’s methods and processes of 


W. C. Woodyard, 


by central area architects. T. E. 
Murphy, manager, _ industrial 
sales department, conducted ses- 
sions at the plant. 

H. S. Prescott, vice-president, 
in charge of the eastern divi- 


E. E. CHANDLEE manager, architectural service | sion, greeted the men at the 
department, western division, | Hotel New Yorker, New York 

dent by Edward E. Chandlee, | spoke on the work of that de- | City, Jan 11, the same schedule 
who had previously been vice- | partment. being followed as at Chicago and 


president and treasurer. Mr. 
Chandlee has been associated 
with the company since 1907. 

Edward K. Tryon, 3d, newly 
elected vice-president and treas- 
urer, is of the fifth generation of 
the Tryon family to be associated 
with the business. Blakeley 
Chandlee, son of the new presi- 
dent, was elected secretary. He 
is of the third generation of the 
Chandlees to be associated with 
the organization. 

The Tryon business was estab- 
lished in 1811 by George W. 
Tryon, one of the pioneer shot 
gun and rifle manufacturers in 
the United States. The com- 
pany entered the wholesale hard- 
ware field in 1933. 








During the dinner at the close 
of the first day’s session, Mr. 
Webster presented the Graves’ 
bow! to Mr. Sproule, who ac- 
cepted it on behalf of western 
division salesmen. The _ bowl 
was originally presented former 
president A. D. Graves, since 
deceased, by W. G. Andrews, son 
of the late W. H. Andrews, 
chairman of the board of the 
company. It is awarded annually 
to the Pratt & Lambert sales di- 
vision making the best record 
for the past year. C. I. Bogue, 
automobile accessory salesman, 
western division, received a pair 
of gold cuff links for 10 years’ 
service. 

The third day of the conven- 





Buffalo. R. A. O'Hara, manager, 
architectural service department, 
New Yerk, spoke on architec- 
tural activities and maintenance 
in the eastern zone. 

In recognition of 20 years’ ser- 
vice with the company, W. Hen- 
dry, New York office, received a 
watch. M. F. McDonnell, sales 
representative, eastern division, 
was awarded cuff links for 10 
years’ service. 
WHITTEMORE MANAGES 
DRAPER-MAYNARD SALES 


E. C. Whittemore was recently 
appointed sales manager of The 
Draper-Maynard Co., Plymouth, 
N. H., manufacturers of athletic 


r 





one of the pioneers in the bicycle 
business, will continue to oper- 
ate in Westfield. 

E. H. Broadwell, formerly a 
vice-president of the Fisk Rub- 
ber Co. and since September, 
1932, receiver for the Westfield 
sompany, has been elected presi- 
dent. N. R. Clarke, vice-presi- 
dent, has been with the West- 
field company since its inception 
and has been responsible for the 
operation of the plant during the 
receivership. George de Learie, 
treasurer, was formerly assistant 
treasurer of the Fisk Rubber 
Co. and has handled Westfield 
finances during the past year. 

C. J. Fogarty, whose father 
was one of the incorporators of 
the old company, 
sales manager, with L. D. Har- 
den as assistant. Messrs. Fogarty 
and Harden have been with the 
company for quite a few years. 
John E. Lyons, one of the oldest 
employees in point of service, re- 
mains in charge of the purchas- 
ing department. The children’s 
vehicle department continues in 


charge of J. W. Kingsbury. 


continues as 


E. E. CLARK MANAGES 
AMERICAN SCREW CO. 


The American Screw Co., 
Providence, R. I., has announced 
the appointment of E. E. Clark 
as general manager. Mr. Clark 
is well known in the hardware 
industry, having held executive 
positions with several representa- 
He brings to the 
back- 
ground of actual production and 
sales experience in the industry. 





sonal business and meeting old 
friends. He has not an- 
nounced any definite plans for 
future activities, but has resigned 
as a director of The Remington 
Arms Co., effective Jan. 1, 1934. 


al- ; a P goods. He succeeded Captain 
tion was devoted to a discussion , . ne 

m, ak dn ane 5 di i deeds Raymond E. Hill, who recently | tive companies. 
er GRIGSBY-GRUNOW CO. by C. M arse poe —— resigned. For the past year Mr. | American Screw Co. a 
he IS DECLARED SOLVENT pe ag um Dreinig, paint cepart- |) Wittemore had been associate 
be Petitions of bankruptcy, filed Salesmen of the central, Cana- oiee, memagen. 
5 in the United States District | dian and industrial units, met at 
n- Court at Chicago, Ill., against the | the Hotel Statler, Buffalo, N. Y.,| Norvell Opens Own Uptown Office 
- Grigsby-Grunow Co. manufac- | Jan. 8 to 10, for a similar pro- Resigned as Remington Director 
: turers of Majestic radios and re- | gram. A. E. Hay, manager 
- frigerators, were recently dis- | Canadian sales, summed up the Saunders Norvell has moved 
Sig missed by the presiding judge. benefits of the discussions held, | from 25 Broadway to Room 
od The adjudication of the court | at the close of the second day’s | 2011, 745 Fifth Ave., New York 
re was that insolvency was not | session. At the dinner, Monday | City, which is the Squibb Bldg. 
i shown by the petitioners and the | night, Mr. Lindsey was toast- | Here he will have his own pri- 

court accordingly dismissed the | master and Mr. Webster pre- | vate office for transacting per- 
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CWA FINANCING STATE 
CLEAN UP, PAINT UP 
CAMPAIGN IN COLORADO 

Gov. Edward C. Johnson, 
Colorado, has appointed Rich- 
ard L. Davies, Denver, Colo., 
general chairman of Denver's 
Annual Clean Up and Paint Up 
Campaign, as director of a state- 
wide Clean Up and Paint Up 
Campaign in Colorado in 1934, 
with a campaign organization 
financed by CWA funds. The 
CWA has furnished a paid staff, 
consisting of an executive sec- 
retary, a financial secretary, a 
publicity man, a consulting archi- 
tect, a consulting landscape archi- 
tect and two stenographers. 

The Clean Up and Paint Up 
Campaign will include the mod- 
ernization and renovation of old 
buildings as well as the usual 
Clean Up—Paint Up—Fix Up—- 
Repair and Refurnish features 
which are integral factors in the 
standard campaign program. 

The National Clean Up and 
Paint Up Campaign, Washing- 
ton, D. C., has been requested 
to furnish outlines and sug- 
gestions for campaign procedure 
and the necessary newspaper ser- 
vice to help to make the cam- 
paign a maximum success in the 
creation of employment and the 
recovery of business. Colorado’s 
campaign headquarters are in the 
Denver Junior Chamber of Com- 
merce. The plan is sponsored by 
the former body, in conjunction 
with the state, the city and coun- 
ty of Denver, Denver Senior 
Chamber of Commerce, the Den- 
ver Public Schools and the Col- 
orado civic organizations. 

Denver has had a city Clean 
Up and Paint Up campaign along 
similar lines since 1912. 


C. A. COBB TO ATTEND 
TEXAS ASSN. MEETING 


C. A. Cobb, who has charge 
of the cotton reduction program 
for the Agricultural Administra- 
tion at Washington, D. C., has 
accepted an invitation to appear 
on the program of the Texas 
Hardware & Implement Associa- 
tion during the annual conven- 
tion meeting in Dallas, Tex., Jan. 
23 to 25, 1934. : 


G.E. SUPPLY MAKES 
SEVERAL CHANGES 


Robert J. Lewis, former ap- 
pliance sales manager at Hart- 
ford, Conn., has been promoted 
to district manager of appliance 
sales at Cleveland for the Gen- 
eral Electric Supply Corp. He 
succeeds S. J. Tabor. R. L. 
Hanks replaces Mr. Lewis at 
Hartford. 

C. M. Smith is local operating 
manager of the new branch house 
at 165 Commercial St., Worces- 


tO 


| ter, Mass. The Paterson, N. J., 
branch has been moved to 16 
Spring St. 

H. R. Vines has replaced T. 
M. Harris as local operating man- 
ager at Chattanooga, Tenn., while 
Don G. Barrett has been named 
as local operating manager at 
Joplin, Mo. 


RUBBER MFRS. ASSN. 
HEADED BY A. L. VILES 


A. L. Viles, general manager 
of the Rubber Manufacturers As- 
sociation and representative of 
the industry at the hearings in 
Washington, D. C., on the code, 
was recently elected president 
and general manager of that as- 
sociation at its annual meeting. 
W. H. Lalley, Kelly-Springfield 
Tire Co., was made chairman of 
the board. 

Former President F. B. Davis, 
Jr., United States Rubber Co.; 
A. F. Townsend, Raybestos-Man- 
hattan Co., and C. Slusser, Good- 
year Tire & Rubber Co., were 
elected members of the executive 
committee along with Messrs. 
Viles and Lalley. 

J. Penfield Seiberling  suc- 
ceeded W. S. Wolfe as director. 


GLOGAN-MYERS HDW. CO. 
REQUESTS CATALOGS 


Catalogs of manufacturers of 
hardware and allied lines are 
desired by The Glogan-Myers 
Hardware Co., 350 E. State St., 
Salem, Ohio, retailers. George 
J. Glogan and R. E. Myers are 
owners of the new store. 





GRASSELLI CHEMICAL 
CHANGES PRODUCT NAME 


“Floragard” is the new name 
for the product formerly known 
as “Manganar Rose Dust.” The 
Grasselli Chemical Co., Inc. 
Cleveland, Ohio, adopted the new 
name because the product is 
used for other flowers in addition 
to roses, and because of the con- 
fusion with its “Manganar,” an 
insecticide. “Floragard” is a 
combined insecticide and fungi- 
cide. 

Descriptive folders have been 
issued on “Floragard.” 





J. M. GAITES IS PRES. 

OF THE C. S. BELL CO. 

J. M. Gaites was recently 
elected president of The C. S. 
Bell Co., Hillsboro, Ohio, manu- 
facturers of bells, cane grinding 
mills, etc. L. E. Shirley and 
C. B. Bell were elected vice-pres- 
idents while V. Bell was named 
treasurer. 


P. D. GEORGE CO. BUYS 
3 STORY BRICK BUILDING 


The P. D. George Co., St. 


Louis, Mo., manufacturers of 








paints, varnishes and lacquers, 
has acquired the factory and 
warehouses occupying about half 
a block at 5200 N. 2nd St., St. 
Louis, Mo. The purchase was 
made in connection with the 
company’s 1934 expansion pro- 
gram. 


PROSSER REPRESENTS 

BOLT MANUFACTURER 

David B. Prosser is now repre- 
senting Russell, Burdsall & 
Ward Bolt & Nut Co., Port Ches- 
ter, N. Y., in Texas and adjoin- 





D. B. PROSSER 


ing States. Mr. Prosser, who is 
one of the oldest and best known 
bolt men in the South, represent- 
ed the old American Iron & Steel 
Corp. in the South twenty-five 
years ago. For the past four 
years he has represented Lamson 
& Sessions in the Texas territory. 
He is a member of the Old 
Guard, southern hardware sales- 
men’s association. 





CROWE AND SPRADLEY 
ON LOCAL AUTHORITY 


Jj. H. Crowe, Bessemer, Ala., 
and C. W. Spradley, N. Birming- 
ham, Ala., were elected represen- 
tatives for the hardware trade 
on the local retail trade code au- 
thority council of the NRA. The 
meeting was held at the Hotel 
Tutwiler, Birmingham, Ala. 

Mr. Crowe is secretary-treas- 
arer of the Retail Hardware Asso- 
ciation of North Alabama, while 
Mr. Spradley is vice-president of 
the same organization. 


H. S. GRAHAM & SONS 
DESIRES CATALOGS 


H. S. Graham & Sons, retail 
hardware, plumbing and heating 
firm in Delhi, N. Y., recently 
suffered heavy damage from a 
fire. The company will welcome 
catalogs and price lists to re- 
place those destroyed by the fire. 

The firm has occupied the 
same premises since its estab- 


lishment in 1886. 





H. K. CLARK MANAGES 
SALES FOR NORTON CO. 


W. LaCoste Nailson, vice-presi- 
dent in charge of sales of the 
Norton Co., Worcester, Mass., 
has announced that Harry K. 
Clark, formerly sales manager, 
grinding wheel division, has been 
promoted to general sales man- 
ager. William R. Moore, director 
of market research, has been 
named sales manager, grinding 
wheel division. 

Hugh D. Butler, Boston, dis- 
trict compliance director of New 
England for NRA, has been ap- 
pointed director of market re- 
search. 


J. E. OTIS, JR., PRES. 
OF STEWART-WARNER 


Joseph E. Otis, Jr., has been 
elected president of the Stewart- 
Warner Corp., Chicago, Ill. He 
succeeded C. B. Smith, who re- 
signed last summer. T. T. Sulli- 
van has been made acting sec- 
retary of the company. 


BRIEFS 


The Melvin Hardware Co., Mel- 
vin, Tex., recently became Als- 
dorf & Co. 

















Fire which recently damaged 
several buildings in the business 
section of Delhi, N. Y., destroyed 
the Graham Bros. hardware store. 





The building and contents of 
the J. F. Parker & Sons Co., hard- 
ware and furniture store in Mar- 
tin, Tenn., were recently badly 
damaged by fire. 





Joiner Paint & Hardware Co., 
recently opened at 126 West 
Bay St., Jacksonville, Fla. 





John Stevens has purchased 
the Bennett Hardware store at 
307 S. Main St., Mt. Vernon, 
Ohio. Mr. Stevens was formerly 
an employee of the store which 
he now owns. 





The store of Prichard Co., Inc., 
wholesale and retail hardware, 
dry goods dealers in Frostburg, 
Md., was recently damaged by 
fire. 

Mahan Hardware store opened 
recently at 118 N. Maples St., 
Creston, Iowa. R. G. Black is 
manager. 

STAINLESS METALS 
IN NEW QUARTERS 

Stainless Metals, Inc., has re- 
cently moved into new quarters 
at 27 W. 24th St., New York 
City. 
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NOW! 


T’S time to get set on your plans 
for the hose selling season. 


The first thing to do is order a com- 
plete line of the world’s best selling 
hose — Goodyear Lawn and Garden 
Hose. 

There is the right quality Goodyear 
Hose for every use and purse. 


It carries the name and nationally 
advertised brands of “the 


and with cotton cord carcass con- 
struction. Look for the seal. 


Take Goodyear Emerald Cord Hose 
for example: double-double cord; 
tough, flat-ribbed, abrasion-resisting 
cover; light weight, kinkless, strong, 
and certainly the handsomest hose 
ever built. 


Other Goodyear quality lawn 
and garden hose are Wing- 





greatest name in rubber.”’ 


It’s the finest hose you 
can offer because it is 
built of the right rubber 








Sell An Extra Length 
For Fire Protection 


foot, Glide, Pathfinder and 
Supertwist. They make 
sales and build good will. 
Order your stock now! 
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Greater Attendance; Increased Buying 
At 7th Annual House Furnishing Show 


More liberal and sustained buy- 
ing, with more orders being 
placed than at the previous annual 
National House Furnishing Ex- 
hibit, was one o fthe indications 
of the success of the Seventh An- 
nual National House Furnishing 
Exhibit held at the Stevens Hotel, 
Chicago, Ill., from Jan. 8 to 13. 
Buyers at the exhibit generally 
expressed confidence in a better 
spring business than has been re- 
cently experienced. 

Attendance at the exhibit, 
which was sponsored by the Na- 





WARREN EDWARDS 


tional House Furnishing Manu- 
facturers Association, with the in- 
dorsement of the National House 
Furnishing Buyers Club, was 
greater than previously. During 
the first two days of the exhibit 
more than seven hundred reg- 
istrations were made, while the 
total for the week was 30 per cent 
greater than for a year ago. Three 
hundred fifty rooms were required 
to accommodate the 300 exhibi- 
tors. 

Announcement was made that 
effective with the Mid-Summer 
Show, the National House Fur- 
nishing Manufacturers Associa- 
tion will conduct the New York 
Housewares Show in July and 
August. The spring show will 
continue under the same manage- 
ment in Chicago as before. 

New officers of the association 
will, as in former years, be elected 
later in the year. H. H. Kimball, 
Landers, Frary & Clark, New 
Britain, Conn., is president, and 
E. J. Tate, Master Metal Prod- 
ucts, Inc., Buffalo, N. Y., is vice- 
president. Warren Edwards, with 
headquarters at Room _ 1256, 
Builders Bldg., 228 N. La Salle 
St., Chicago, Ill., is secretary. 
The treasurer is W. H. Doherty, 
Queen Mfg. Co., Chicago, IIl. 
The officers and A. W. Budden- 
berg, Lisk Mfg. Co., Canandaigua, 
N. Y., are directors. 

Officers and directors of the 
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National House Furnishing Buy- 
ers Club for 1934 were elected at 
the annual banquet of that group, 
held in the Grand Ball Room, 
Jan. 10. C. S. Maginnis, vice- 
president, The Fair, Chicago, IIl., 
was elected president, succeeding 
W. A. Ricker, Merchandise Man- 
ager and Buyer for the Boston 
Store, Milwaukee, Wis. The 
following vice-presidents were 
elected: Messrs. Walter, R. H. 
Macy & Co., Inc., New York City; 
Hume, Woodward & Lothrop, 
Washington, D. C.; Shaw, The 
Davis Co., Chicago, Ill.; Ray 
Mater, Walker’s, Los Angeles, 
Cal.; Glazer, Rosenbaum’s, Pitts- 
burgh, Pa., and Malone, Hudson’s, 
Detroit, Mich. 

Louis Zinngrabe, The Fair, 
Chicago, was reelected secretary 
and treasurer. The following 
were elected directors: Mr. Ma- 
ginnis, Mr. Ricker, J. W. Boston, 





J. E. McConnaughy, Charles Han- 
sen, H. Tyler, Fred Cowper- 
thwaite, Ray Moore and Chas. 
McCurry. 


SATTERTHWAITE NOW 
WITH STEEL INSTITUTE 


George Satterthwaite, formerly 
vice-president and general man- 
ager of Henry Disston & Sons, 
Inc., Philadelphia, Pa., saw and 
tool manufacturers, has been ap- 
pointed as a special investigator 
by the directors of the American 
Iron & Sieel Institute, as part of 
the program of the code authori- 
ty for enforcement of the pro- 
vision of the steel code. 


HEATH PAINT & HDW. 
REQUESTS CATALOGS 


Heath Paint & Hardware Co., 


sires catalogs and price lists on 
hardware lines. 








| 
C. B. SHAEFFER RESIGNS AS BUNTING PRES.; 
IS SUCCEEDED BY M. M. BUNTING 


been 


M. M. 


elected president of the Bunting 


Bunting has 


Hardware Co., Kansas City, Mo., 
succeeding Charles B. Shaeffer, 
Fred W. 


who has resigned. 


. 
| Magee is now vice-president and | 


George H. Bunting, Jr., son of 


dent of the company at the time 





Cc. B. SHAEFFER 


of his death, has been elected 
secretary. Frank H. Spink is now 
treasurer and gener.] manager of 
the company. 

Mr. Shaeffer plans to spend 
some time in Florida, looking 
after real estate interests, and then 
visit Cape Cod, Mass., for a rest. 
He will return to Kans:s City in 
the fall with the purpose of head- 
ing a new hardware business. 
Mr. Shaeffer joined the Bunting 





company at the age of twelve and 


the late George Bunting, presi- | 


| 


| 





F. H. SPINK 


worked his way up through vari- 
| ous departments and _ positions. 
| having been secretary-treasurer 
prior to his elevation to the pres- 
| idency. During the war he was 
| a lieutenant in the Ordnance De- 
| partment and later was put in 
| charge of purchasing, storage and 
| traffic department under General 
| Hugh S. Johnson. He is a direc- 
| tor of the Munger Investment 
| Co., vice-president of the Kansas 
City Retail Trade Authority, di- 
| rector and secretary of the Kan- 
| sas City Retail Merchants’ Asso- 
ciition and vice-president of the 
National Hardware & Supply As- 
sociation. 

Mr. Spink has been with the 
company in an official capacity 
for a long period of time. He has 
been active in hardware interests 
in Kansas City for twenty-one 
years. For two years he has been 
a member of the board of direc- 
tors of the Western Retail Imple- 
ment & Hardware Association, 
| and served for three years as pres- 

ident of the Kansas City Retail 
| Hardware Association. 





118 W. Jefferson Ave., Dallas, 


Tex., opening a new store de- 








QUERY MANAGES DISSTON 
HARDWARE DEPT. SALES 

At the convenfion of salesmen 
held in the home office of Henry 
Disston & Sons, Inc., Philadel- 
phia, Pa., saw and tool manufac- 
turers, last month, announcement 
was made of the appointment of 
Ernest Query as sales manager of 
the company’s hardware depart- 
ment. 





ERNEST QUERY 


Mr. Query joined the company 
in 1914 as a retail salesman and 
demonstrator in the hardware de- 
partment. Two years later he was 
given charge of directing and 
training new salesmen in the re- 
tail hardware sales department. 
During that assignment he trav- 
eled with his men all over the 
country and became widely ac- 
quainted with hardware dealers 
throughout the nation. 

In 1920 he went to Philadel- 
phia, where he divided his time 
between office sales work and 
calling upon hardware whole- 
salers. Early in 1926 he became 
assistant manager of hardware 
sales, which position he held until 
his recent promotion. 

The first fifteen years of Mr. 
Query’s business career were 
spent with a retail hardware firm 
in his heme town, Concord, N. C., 
which years of early experience 
fitted kim well for his work in 
the Disston organization. 


DU CHARME PRODUCTS 
CHANGES ITS NAME 


Recently the Du Charme Prod- 
ucts, Inc., organization changed 
its name to Perfection Products, 
Inc. The change in name was 
made to better identify the com- 
pany with the trade name “Per- 
fection” used on its products, ac- 
cording to the firm’s announce- 
ment. 

Officers of the company remain 
as before. Offices continue to be 
located in the Western Reserve 


| Bldg., Cleveland, Ohio. 
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Zine-Insulated Fences. . Steel Fence Posts. . American Steel 
Gates . . Banner Poultry Fences. » Protector Poultry Fence 
Union Lock Poultry Fence . . Netting... Bale Ties . . Nails 
Tacks . . Staples . . Barbed Wire . « National Expanding 
Anchor Dirt Set End and Corner Posts . . Wire Clothes Lines 
- » Wire of all kinds. 



















DEMAND IS THE BEST GUIDE TO SALES 


More fingers point to Zinc-Insulated Fence—more farmers demand it—than any other make. 
This great consumer preference is due to just one factor—not claims and promises—but 
superior quality and value proved throughout many years of actual service. Truly—DEMAND 
is the best guide to sales—and answers the question ‘‘Which brand of fence shall I feature?’’ 











AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago SUBSIDIARY OF ure hs stares STEEL CORPORATION seine “Em be tag New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES irst National Ban g., Baltimore 
Pacific Coast Distributors: Columbia Stee| Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New Torx 
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DONALD McMILLAN 


Donald McMillan, 68, for 35 
years active in the hardware 
trade in the Chicago district, 
died recently, following a heart 


attack at his home in the Hotel | Mfg- Co., later going 





DONALD McMILLAN 


Kenwood, Chicago. Mr. Mc- 
Millan represented the North 
Bros. Mfg. Co., Philadelphia, 


Pa., manufacturers of ice cream 
freezers, tools, etc., in the Chi- 
cago territory. 

Mr. McMillan was well known 
to the hardware trade and will 
be remembered as a regular at- 
tendant at the joint wholesaler- 
manufacturer conventions for 
many years. 

Mrs. McMillan and a daughter 


survive. 


JOHN S. SANDERS 


John S. Sanders died recently 
in Los Angeles, Cal., at an age 
well into the seventies. Recog- 
nized as an outstanding figure in 
the selling of guns to the trade, 
he was at one time the only sales- 
man in his line in the entire 
South. When his health failed in 


1910 he moved west to seek a 


dry climate for the benefit of 
his lungs. 
He joined Remington Arms 


Co., Inc., Bridgeport, N. Y., in 
1896, following connection with 
Herman Boker & Co., then deal- 
ers in imported shotguns. Later 
he was with Shoverling, Daly & 
Gales, before he took charge of 
the southern territory for Hartley 
& Graham. 

Mr. Sanders, who was a mem- 
ber of the Old Guard, Southern 
Hardware Salesmen’s Associa- 
tion, is survived by Mrs. Sanders 
and a son. 


CLINTON S. MARSHALL 


Clinton S. Marshall, former 
district manager, American Steel 





& Wire Co., for the Worcester, 
Mass., New Haven, Conn., and | 
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OBITUARY 


| Trenton, N. J., district died at 
his home in Grafton, Mass., Jan. 
1, at the age of 73. At the age 
of 18 he entered the employ of 
the former Washburn & Moen 
with the 
Morgan Construction Co., of 
which he _ eventually became 
superintendent. He resigned to 
return to the Washburn & Moen 
company to organize a spring 
manufacturing department. In 
1901 he became assistant to the 
superintendent of the American 
Steel & Wire Co., South Works. 
He retired from business a few 
years ago. 


FREDERICK S. CLARK 


Frederick S. Clark, 61, presi- 
dent, William K. Toole Co., Paw- 
tucket, R. I., hardware and sup- 
ply wholesalers and _ retailers, 
died Dec. 31 at his home in that 
city. Mr. Clark, who had been 
in the hardware business for 
nearly 50 years, was first em- 
ployed by the Barker-Chadsey 
Co., Providence, and later was 
with Belcher & Loomis Hardware 
Co., Providence, and also the 
Union Hardware & Electric Co., 
Providence. In 1913 he went to 
Pawtucket, R. I., to become vice- 
president of the Toole company. 
Upon the death in 1929 of Wil- 
liam K. Toole, he became presi- 
dent of the Toole company. 

Mrs. Clark and two sisters sur- 
vive. 


JOSEPH HAMEL 


Joseph Hamel, for 35 years a 
salesman in metropolitan New 
York for the Standard Tool Co., 
Cleveland, Ohio, died of heart 
failure following an illness of 
seven weeks and two years of 
failing health, He was well 
known in the metropolitan terri- 
tory and was a constant atten- 
dant of the Hardware Boosters 


and Hardware Square Club 
meetings. 
Mr. Hamel, who was well 


liked, popular and of good char- 
acter is survived by Mrs. Hamel 
and one son. 
JOSEPH MILLS 
Joseph Mills, 63, sales promo- 
tion manager, Metal Sponge Sales 
Corp., Philadelphia, Pa., died 
Jan. 10 at his home in Brooklyn, 
N. Y., following a short illness. 
Prior to his connection with the 
Metal Sponge Sales Corp., he 
had been actively associated with 
the sales department of the 
Three In One Oil Co. and early 
in his business career acted as 
manufacturer’s agent for a num- 
ber of well known lines. 
Mrs. Mills and a son survive. 





CHARLES J. SMITH 
Charles J. Smith, 45, sales 


representative for the Flexible 
Steel Lacing Co., Chicago, IIl., 
died recently at his home in 





CHARLES J. SMITH 


Perry, lowa. He had been with 
the company for 13 years, dur- 
ing the last 11 of which he rep- 
resented it in Iowa, Missouri, 
Nebraska and Kansas. Mr. 
Smith, who was active in fra- 
ternal organizations, is survived 
by Mrs. Smith and a daughter. 


ADOLPH LANKENAU 


Adolph Lankenau, 52, former 
president and general manager 
of the Columbia Hardware Co., 
Ft. Wayne, Ind., died recently. 
He resigned from the Columbia 
company three years ago. Previ- 
ous to his affiliation with that 
company he was employed at the 
Pfeiffer Hardware Co. for 17 
years and at the Wayne Hard- 
ware Co. for two years. He had 
been a partner in the Columbia 
Hardware Co. for several years 
prior to his election as president 
and general manager. 


LOUIS G, SCHWARTZ 


Louis G. Schwartz, for 42 
years a hardware dealer in De- 
troit, Mich, died Jan. 4 at his 
home in that city. At the age 
of 20 he entered the hardware 
business establishing the store of 
Schwartz Bros. He was active in 
that business and a director in 
several Detroit companies until 


Jan. 1. 


HENRY NERGE 


Henry Nerge, formerly in the 
hardware business in New York 
City with Charles Eberhardt, died 
Jan. 2. In recent years Mr. 
Nerge served as secretary of the 
Yorkville Chamber of Commerce 
and in other trade organizations 
in a similar capacity. He at- 
tended and addressed many of 
the meetings of the Hardware & 
Supply Dealers Association of 
Manhattan and Bronx Boroughs. 


WILLIAM E. WOODWELL 


William Enston Woodwell, 76, 
president, Joseph Woodwell Co., 
Pittsburgh, Pa., wholesale and 





retail hardware and automobile 
accessories firm, died December | 








31 at his home in that city. The 
business had been founded by 
Mr. Woodwell and his father. 


WALTER HARLAN 


As we go to press word is re- 





| ceived of the passing, at Birming- 


ham, Ala., Hospital, of Walter 
Harlan, until recently secretary- 
treasurer of the Southeastern Re- 
tail Hardware & Implement As- 
sociation, with which is affiliated 





WALTER HARLAN 
the Alabama, Georgia, Florida 


and Tennessee associations. Mr. 
Harlan was for many years secre- 
tary of the individual associations 
as well as the Southeastern, and 
was widely known in hardware 
circles throughout the country, 
having been  secretary-treasurer 
of the Southeastern since 1917. 

More than two years ago he 
underwent an operation after 
which he never really regained 
his normal health and _ recently 
had been visiting in San Angelo, 


Tex. 


HARRY W. LANE 

Harry W. Lane, 62, died re- 
cently in Ridgely, Md., after a 
brief illness. Mr. Lane had been 
in the hardware business as a 
member of a firm of three. In 
addition he had been for many 
years in the lumber and building 
business. 


WILLIAM MISHLER 
William Mishler, 58, Cleveland. 
Ohio, hardware dealer, died re- 
cently. 


LORAN E. KELLEY 
Loran F. Kelley, 59, Hancock, 
Wis., hardware dealer, died re- 

cently after a long illness. 


F. A. WHITTAKER 
Frederick Alexander Whit- 
taker, Altoona, Pa., hardware 
dealer, died recently at the age 
of 61 at his home in that city. 
He had operated his own hard- 
ware business since 1914. 


HARDWARE AGE 
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Damage Suits 


(Continued from page 36) 


now made up his mind. I knew we 
didn’t have a chance. But at this 
point, the judge decided to question 
the witness. He asked him if he had 
called a doctor. The druggist said 
he had not. Then the judge asked 
if any members of his family were 
in the courtroom as witnesses, to 
testify to the attack and his subse- 
quent illness, and also whether he 
had obtained the name of the man 
who had attacked him, and had sub- 
poenaed him. He didn’t know the 
name of the man, and had not called 
him as a witness. The judge looked 
at him good and hard, and then said: 
“You are excused.” 

Before the case went to the jury, 
the judge called the counsel—the 
bright young fellow and the gentle- 
man with the beard—before his desk. 
There was quite a confab. I saw my 
counsel, the hairy individual, shak- 
ing his head. Finally, the judge 
called me and said: “I think this case 
should be settled before it goes to the 
jury. The counsel for the druggist 
is willing to take $300 in full settle- 
ment, but your counsel objects and 
will not accept this settlement. What 
have you to say?” I could not get 
the words out quickly enough. “It 
will be entirely satisfactory to me,” 
I replied. And so I immediately 
wrote out a check for $300, and 
passed it to the clerk. This was ac- 
cepted, and the jury was discharged. 
My friend with the beard was very 
indignant. He was of the opinion 
that it was an outrage to pay the 
$300. He was sure that we would 
have won the suit. I differed with 
him. Finally, the counsel left, and 
the judge asked me to step back with 
him into his chambers. He gave 
me a good cigar, and we sat there 
and looked at each other, and both 
laughed. The judge then remarked: 
“You were very lucky to get out of 
this as cheaply as you did. But the 
trouble with that druggist was that 
he didn’t leave well enough alone. 
He had to get up and do a lot of ly- 
ing about his being beaten up, and 
I could see from the way he talked 
that he was a liar. I realized that 
he was just holding up the payments 
on his notes. I knew it would be a 
miscarriage of justice for this case 
to go to the jury, so I decided to do 
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what I could to help you get out 
of the mess as cheaply as possible.” 

This is the exact story of one 
claim. But I almost forgot to say 
that the firm of lawyers we retained 
sent us a bill for $900. 


* * * 


“MAKING A CONTRACT” 


During the war a salesman from a 
large western city came to see us, to 
inquire about representing our line 
in his territory. All of the prelim- 
inaries were gone into, and every- 
thing checked over. The only thing 
that was not settled was the amount 
of commission on various lines of 
goods. It was to have been a com- 
mission arrangement. 

This salesman returned to his ter- 
ritory, and sent in a few orders, 
which we filled. Then he wrote a 
very emphatic letter, stating exactly 
what commissions he wanted. These 
commissions we considered to be out 
of line, as they were much higher 
than normal. We talked the matter 
over and decided to drop the negotia- 
tions with this salesmen. Not long 
after, he brought suit for damages 
on the ground that we had broken 
our contract. We employed a very 
shrewd New York lawyer. We gave 
him all the facts and correspondence. 
When he had studied the case, he left 
and said we had no cause to worry. 

The case came to trial. The sales- 
man was put on the stand. He told 
his story. Upon cross-questioning, 
it developed he himself had been a 
lawyer, and had practised law before 
becoming asalesman. Then after his 
evidence was finished, the gist of 
which was the same as outlined 
above, our lawyer picked up several 
law books on his table in which 
pieces of paper were inserted. He 
passed these up to the judge, and 
called his attention to this and that 
decision in similar cases. The judge 
glanced over the law books, turned 
to the jury and told them the case 
was dismissed, and they were ex- 
cused. Things had moved so rapidly 
it was hard to keep track of them. 
My lawyer turned to me and said it 
was all over. “But what is the big 
idea,” I inquired. “Well,” he said, 
“you see, the law is that no contract 
is binding on either party until every 
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paragraph in that contract is agreed 
to. Evidently our ex-lawyer-traveling 
salesman forgot his law. Then, said 
our lawyer, we didn’t say anything 
about his claim and let the case come 
to trial because if we had said any- 
thing, he would have amended his 
plea.” This is a good point for all 
salesmen, and in fact for all business- 
men to remember, in regard to con- 


tracts. 
* * * 


But one of the most interesting 


damage suits of all involved a case 
of cut-price advertising, the respon- 
sibilities of a trade paper, and the 
Federal Trade Commission. It will 
take too much space, however, to 
tell the story of this case in this is- 
sue, so I will save it for another 
article. There are points involved 
in this case that will be interesting 
to every buyer, advertiser, trade 
paper and correspondent. In this 
case, the writing of one letter of six 
lines cost the writer $2,500. I 
learned a lesson, and paid the bill. 





A Day With Billy Waddell 


(Continued from page 33) 


a fellow needs.” During the meal, 
I inquired about the heap of drums, 
fifes, bugles and other band instru- 
ments I had seen stored in part of 
the Waddell & Bird warehouse. “Oh 
yes,” says Billy, “the American 
Legion is holding a one-day county 
convention here today. They always 
store their instruments at the store, 
most of them trade with us, too. 
There will be a real parade this after- 
noon with plenty of stunts and horse- 
play. The boys borrowed a couple 
of wheelbarrows from us last night 
to use in one of the stunts. Came 
and got a couple of empty shell 
boxes and some feed sacks, too. 
Guess they are going to play tricks 
on somebody.” It was a real parade 
as the picture shows. In less than 
two hours the normal Saturday street 
crowd increased as shown by com- 
parison of the two photos. Plenty 
of people left their bundles at the 
store. Families separated during the 
excitement, banded together again for 
“going home” at Waddell & Bird’s. 
Some of the Legionnaires left their 
instruments there. It was headquar- 
ters for the most varied kind of hu- 
man needs. 

Andrew Johnson, 17th President 
of the United States, was a citizen of 
Greeneville. He is buried in the 
town’s cemetery on a hill. I saw the 
grave and visited the historic tailor 
shop which he conducted for many 
years. Here is the sign “A. John- 
son, Tailor,” used in paint advertise- 
ments all over the country, because 
the painted letters stand out in bold 
relief against the decaying unpainted 
wood shingle, offering eloquent testi- 
mony of the element-resisting quali- 
ties of good paint. In the shrine 


which houses relics of the late Presi- 
dent Johnson stands an old Ameri- 
can cupboard, loaned by Billy Wad- 
dell. In fact, wherever you go in 
Greeneville you are impressed by the 
civic usefulness of this hardware citi- 
zen. He was chairman of the com- 
mittee which erected a_ beautiful 
Presbyterian Church and then rebuilt 
it, following a fire which burned it 
to the ground. The preacher and 
this hardware man carry, in their 
pockets, the only two keys. 

At the hotel you learn that Sec- 
retary Waddell of the Rotary Club is 
also a past president of the organiza- 
tion. At the Citizens’ National Bank, 
President Jim Rader told me Billy 
is chairman of the board. At the 
Greene County Union Bank, Presi- 
dent Paul C. Wakefield said my 
friend was outstanding among the 
town’s substantial citizens. In re- 
buttal, Billy sold him some paint and 
said “he needed it a long time any- 
how.” President Tom Branson of 
the First National Bank cashed a 
check for me because “Billy says its 
O. K.” At the newspaper offices, 
Mrs. Edith Susong and her father, 
Bill O’Keefe, who own the paper, 
said “This town is very proud of 
Billy, and so are we, but we do wish 
he would advertise more consist- 
ently.” 

As we watched the parade, march- 
ers shouted “Hello, Billy!” Toward 
dark, the store became crowded and 
the store staff was very busy. Some 
of the people were buying, some 
were looking at goods, others just 
“keeping out of the rain.” It didn’t 
seem to worry Billy any, he simply 
told them to make themselves at 


home. And they did. 


HARDWARE AGE 
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The Builders Hardware Man 
By ADON H. BROWNELL 


BIT of an architect, a bit of an 

engineer, a bit of a builder— 
plus estimator, hurry clerk, salesman 
and friend. To the layman he’s prob- 
ably just another man around the 
job, but to the architect and builder 
he’s recognized for what he really 
is, a professional man. 

In my nearly 25 years at the busi- 
ness I make bold to state the pro- 
ceeding is a true statement of fact. 
A Builders Hardware man is fol- 
lowing a profession of real service 
in the building field. Builders Hard- 
ware men are not born geniuses, they 
are made men. Made in the school 
of hard knocks—a school from which 
they never graduate. 

Accurate in figures, careful in de- 
tail, ready to render every service on 
the job, the Builders Hardware man 
fills a unique place in every job. 
He must estimate the work, please 
the owner in selection of goods, con- 
sult with the architect as to details 
and furnish the hardware to the con- 
tractor properly scheduled, labeled 
and ready for application to fit the 
architect’s details and at such times 
as not to delay progress of the job. 
From the smallest job to the largest 
there is only one Builders Hardware 
man on the job. 

Like every profession there are al- 
together too many so-called Build- 
ers Hardware men who are not 
worthy of the name. Proper throw 
of the hinges, correct lips on the 


lock strikes, hundreds of such de- 
tails which should be considered are 
left to chance. The real Builders 
Hardware man doesn’t leave these 
things to chance—he knows what’s 
what before he orders the goods. In 
passing on this subject, may I say 
that from my own observation I think 
Cleveland has more real Builders 
Hardware men among the dealers 
than any other city I know, and I 
have had the opportunity to know, 
intimately, hardware dealers in most 
every city of the East. 

Architects and builders have often 
said to me, “I’m glad I don’t have 
your kind of a job.” They are all 
wrong. Builders Hardware men have 
a sense of professional jealousy 
equal to that of most men of other 
professions. They cut each other’s 
prices without rhyme or reason, are 
accused of most every delay possible 
to lay at their door when the job is 
held up. Work early and late, are 
never properly paid for their ser- 
vices, but despite it all there isn’t 
a real one among the lot that doesn’t 
love the game. 

Every job is different and inter- 
esting. Architects and builders stick 
to their favorite Builders Hardware 
man, they respect him, he is part of 
the organization. No, Mr. Archi- 
tect or Mr. Builder, don’t pity your 
Builders Hardware man, he’s doing 
a man-size job and proud of it. To 
borrow the Kiwanis motto—He 
builds!—The Cleveland Constructor. 





How’s the Hardware Business ? 


(Continued from page 43) 


ders booked during the last two weeks 
of 1933 were about back to the record 
at the opening of the year, and the 
lowest for the past nine months. 


* + 


1933 steel activity was nearly 
double that of 1932. The American 
Iron and Steel Institute estimates that 
the ingot output of all steel companies 
during 1933 totaled 22,878,000 tons, 
compared with 13,322,000 tons in 1932. 
Average production during the year 
was 33.95 per cent of capacity, against 
19.75 per cent in 1932. March proved 
to be the low point of the year and the 
peak was reached in July. 
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Current steel operations are in- 
creasing, with production reported Jan- 
uary 8th at 30.7 per cent of capacity, 
against 29.3 per cent on January 2d, 
according to the weekly estimate of the 
Iron and Steel Institute. A month ago 
the rate was 31.5 per cent. Railroad 
buying has been slow in materializing, 
and the larger automobile requirements 
are temporarily held back, while the 
plants are adjusting themselves for the 
production of changed models for the 
new season. 

* * * 

Wholesale commodity prices 
have again turned upward, according 
to Dun’s index, following a loss of two 
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DOOR CLOSERS: No, 1100 for Screen Doors re- 


tails at 85 cts. No. 2200 for Heavier Doors retails 
at $1.25. Each in individual display box. 





SCREEN DOOR 
GRILLES: Have adjust- 
able sliding rods that 
make them fit practical- 
ly any screen door. Push 
Grilles retail from $1 
up, Kick Grilles from 
$2 up. 








SCREEN DOOR 
BRACES: Havea 
new clawed grip 
that keeps weight [ 
of door from pull- 
ing out screws. 
Brass turnbuckle 
in center. 16’ size 
retails for 15 cts; 
42” size for 25 cts, 





Sold by all good jobbers. Prices 
slightly higher in Far West and 
Canada. Write for circulars today. 
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consecutive months from the figure of 
the preceding month. On January Ist 
it registered a rise of 1.77 per cent 
from the position occupied on Decem- 
ber Ist. This marks the resumption of 
an uptrend which started last April 
and continued uninterrupted until No- 
vember. Compared with the index of 
January 1, 1933, the figure at the open- 
ing of this year represents a gain of 
24.7 per cent. It is 15.4 per cent higher 
than the January, 1932, figure and 1.8 
per cent above that of January, 1931. 
From the 1933 low in March, there has 
been an increase of 27.2 per cent, while 
from the 18 year low, touched in 
July, 1932, there has been an ad- 
vance of 29.5 per cent. All seven of 
the components which make up Dun’s 
index showed an advance this month in 
contrast to only two in the preceding 


tabulation. 
2 + * 


The weekly food index, com- 
piled by Dun & Bradstreet, Inc., made 
a further slight gain for the first week 
of the new year. The index for Jan- 
uary 2d stands at $1.93, one cent above 
the preceding week’s figure, which in 
turn showed a rise of five cents, bring- 
ing the index up to the same level as 
three weeks ago. The index for the 
comparative week of 1933, when whole- 
sale prices were nearing the low point 
of the depression, was $1.63, or 18.4 
per cent below the latest figure. 


*® @ @ 


Some spectacular price changes 
during 1933, on leading commodities, 
together with their fluctuation in do- 
mestic sales volume, are noted below: 


Crude rubber (tons)........ 
ee 
OF Pree ee 
Hides (pounds)..........- ‘ 
BRR ree 


. Sere er et ee 
Highest 
1933 Price 
Crude rubber (pound)...... $12.20 
Silver (ounce)......... oa 47.55 
Raw silk (pound)...... fa 2.27 
Hides (pound)........... ; 15.25 
Copper (pound)........... 9.55 
ye”) ee errr 56.25 


000 in the corresponding period of 
1932, an improvement of 8.79 per cent. 
* + 


Sears, Roebuck and Co., in the 
four weeks ended December 3lst, 
scored the largest dollar increase for 
any comparable period in the last four 
years. Their dollar volume was the 
heaviest of 1933, and the percentage in- 
crease over 1932 was only slightly un- 
der the best levels attained last year. 
Total sales for the period made a gain 
of 25.6 per cent over the similar 1932 
weeks. For the first 48 weeks of their 
fiscal year, which will end January 31st, 
Sears’ volume totaled three per cent 
ahead of the corresponding 1932 sales. 


* + 


F. W. Woolworth Co.’s Decem- 
ber sales were up 11.7 per cent over 
December, 1932—S. S. Kresge gained 
9.3 per cent, and the Walgreen Co. 29.4 
per cent. 

* * * 

Railroad freight car-loadings ex- 
ceeded 1931 for the first time during 
the last week of 1933—culminating 
nine months of sharp gains over 1932. 
An increase of 9033 cars was shown 
over the Christmas week of 1931 and 
1932 was exceeded by 45,321 cars. The 
increase over 1932 is the largest since 
mid-September. Preliminary reports 
for the opening week of January are 
even more favorable. Traffic for the 
fuli year 1933 stands at 28,960,910 cars, 
an increase of 2.8 per cent over 1932. 
The greatest gain in percentage for 
the year was in the hauling of ore, 
which increased 232.9 per cent. Small- 





Sales 1933 
1,059,760 
1,467,250,000 


Sales 1932 Sales 1931 
271,810 219,405 
145,500,000 


315,000,000 
265 


404,690 ,310 s 
307,280,000 322,360,000 636,480,000 
101,400 30,550 17,000 
1,185 2,550 8,815 

Lowest 

Date 1933 Price Date 

July 18 $2.78 Feb. 28 

Dec. 22 24.93 Jan. 3 
July 7 1.10 Jan.-Feb 

July 18 4.91 Jan. 30 

July 18 3.75 Feb. 27 

Nov. 15 21.15 Jan. 4 





Chain store and mail-order re- 
ports for December revealed the best 
holiday business in recent years. No- 
table improvement was shown by five of 
the country’s important chains, Mont- 
gomery Ward, Sears, Roebuck, F. W. 
Woolworth Co., S. S. Kresge Co. and 
the Walgreen drug chain. 


Se @& © 


Montgomery Ward & Co. De- 
cember mail-order sales were up 34.61 
per cent over the preceding year, while 
the retail volume was up 7.76. Total 
sales made an increase of 18.84 per 
cent. Ward’s total sales for the 11 
months of their fiscal year reached 
$182,820,000 ,compared with $168,041,- 


lot merchandise and live stock both 
showed decreases during 1933. Less 
than carlot loadings dropped 7.1 per 
cent, owing in part to the fact that 
quantities of small package freight are 
being hauled by trucks. 

* * * 

Production of electricity in the 
United States for the week ended De- 
cember 30th made another, and better, 
gain of 8.8 percent. The central states 
and the Rocky Mountain area are both 
showing unusual pick-up compared to 
1932, according to the Edison Electric 
Institute. In the week of December 
23d output exceeded last year’s mark 
by 6.6 per cent. 
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A survey of the automobile in- 
dustry for 1933, recently released by 
the National Automobile Chamber of 
Commerce, presented a picture of real 
progress in recovery. Production of all 
motor vehicles in the United States and 
Canada in 1933 totaled 2,049,000 units, 
a gain of 43 per cent over 1932. While 
production increased, the registration 
of motor vehicles in the United States, 
as well as in the rest of the world, con- 
tinued to decline, although with not 
the rapid fall of other years of the 
depression. In this country at the be- 
ginning of 1934 there were 23,720,000 
motor vehicles, a loss of 1.7 per cent 
from the opening of 1933. In 1932 the 
loss was 6.5 per cent. 

The drop in automobile usage is more 
pronounced than the decline in auto- 
mobile ownership, as shown by statis- 
tics on gasoline consumption, although 
some allowance must be made for the 
trend toward smaller passenger cars 
and trucks. Jn 1933 motor vehicles 
burned 131% billion gallons of gasoline, 
as compared with 15% billion gallons 


in 1932. 


* * * 


Business prospects for 1934 are 
bulletined by the American Federation 
of Labor as bright, but overshadowed 
somewhat by fears of inflation ex- 
tremes. The federation estimates that 
6,400,000 persons have been put to 
work, largely as a result of government 
measures, but adds that in November 
10,702,000 workers remained unem- 
ployed. Other gains by workers dur- 
ing 1933 are listed y the federation 
as the acquisition of shorter hours and 
better organization. In wages, there 
have been definite gains under codes 
for the lowest wage groups, but work- 
ers at average or higher wages have 
been forced to a somewhat lower living 
standard by the faster rise in the costs 
of living. 

* * * 

Commercial failures reported 
for the five days ended January 4th 
numbered 261, as against 229 in the 
five days ended December 28th. How- 
ever, the total was maintained at an 
unusually low level in comparison with 
the totals of the two years preceding. 
Faliures in the corresponding periods 
of 1932 and 1931 numbered 596 and 
736 respectively. During all of 1933, 
failures have been very much reduced, 
and it is necessary to go back to 1923 
for a year in which the number was 
lower. The improvement was very 
marked each month during the year, 
and for December was in excess of 
50 per cent. For all of 1933, the total 
of business defaults was 20,307, com- 
pared with 31,822 and 28,285, respec- 
tively in 1932 and 1931. 


* 2 


Restoration of banking confi- 
dence, and increased volume of general 
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business, have tended to restore bank 
deposits throughout the country, judg- 
ing from the year-end statements pub- 
lished by many leading banks. Federal 
Reserve member banks in 90 leading 
cities on December 27th had total de- 
posits of $16,030,000,000, virtually du- 
plicating the tctal of December 28, 
1932. It appeared, therefore, that the 
sharp reductions in deposits during the 
early months of 1933 have been fully 
restored. Bank clearings in the United 
States, for the week ended January 3d, 
were at a small gain over the similar 
week a year previous. 
* * * 

A “third-line” auto tire is again 
being offered by Sears, Roebuck after 
being dropped from the mail order 
firm’s fall and winter catalogue. The 
restocking of the third line is said to 
have been brought about by competitive 
conditions. Trade-in allowances on 
the company’s three tire lines range up- 
ward to $2.50 per tire on the larger 
sizes. 

* & 

The demand for trout fishing 
tackle will be excellent next summer in 
the eastern Catskill mountain district 
if predictions made by experienced 
anglers prove accurate. Heavy snows 
and abundant rainfall in that area 
have placed the trout streams in ex- 
cellent condition. 

* 8 © 


Sales of General Electric re- 
frigerators during 1933 showed an in- 
crease of 30 per cent over those for 
the preceding year, according to P. B. 
Zimmerman, manager, electric refriger- 
ation and specialty sales departments. 
Mr. Zimmerman stated that the outlook 
for 1934 was even better. 

* & & 


Freight car loadings in the first 
quarter of 1934 will be about 6.5 per 
cent above the actual loadings in the 
same quarter of 1933, according to re- 
cent estimates compiled by the 13 
Shippers’ Regional Advisory Boards. 
On the basis of these estimates, freight 
car loadings of the 29 principal com- 
modities, which constitute about 90 
per cent of the total carload traffic, 
will be 3,878,284 cars in the first quar- 
ter of 1934, compared with 3,641,416 
actual loading for the same commodi- 
ties in the corresponding period last 
year. 

* + * 

The farm price index of the 
Bureau of Agricultural Economics was 
68 on Dec. 15, having declined 3 
points since Nov. 15, says a bulletin 
released by the U. S. Department of 
Agriculture on Jan. 5. The index on 
Dec. 15, 1933, was 52. At the low 
point in Feb., 1933, it was 49. The 
bureau’s index of prices paid by farm- 
ers was 118 on Dec. 15, having ad- 
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RAIN-SQUARE 


Makes Customers of 
EVERYONE . .. Even 
those who say, Jve 


gota Spunkler. 


A whirling sprinkler that sprinkles 
an exact SQUARE. New efficiency that 
euts the water bill in half! 

No home owner can resist these two 
sensational advantages offered in the 
RAIN-SQUARE sprinkler. In fact, no 
home owner can afford NOT to buy a 
RAIN-SQUARE sprinkler this very sea- 
son. For the RAIN-SQUARE pays him 
real dollar profits in water savings, in 
greater efficiency, convenience and per- 
formance. 

With the RAIN-SQUARE, every home 
is a prospect. Your sprinkler sales no 
longer are limited to the regular re- 
Placement market—among those thou- 
sands of home owners who each year 
say: “I’ve got a sprinkler.”’ 

Whether a lawn is 3 feet square or 40 
feet square, the RAIN-SQUARE will 
spray a gentle mist over every inch of 
it. et no water gets outside the 
square to sprinkle passers-by. 

RAIN-SQUARE sprinklers revolve on 
the famous Hoover stainless steel ball 
bearings; simple in construction; built 
of highest quality materials through- 
out. There are three models; priced low 
enough to meet the popular demand, 
yet high enough to allow a worthwhile 
profit on every sprinkler you sell: 
$3.75, $2.45, and $1.45. Write us now 
for full particulars; or ask your job- 
ber salesman. 


HOOVER STEEL BALL CO. 
Ann Arbor, Michigan 


SPRINKLES 
A SQUARE 


AREA 
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The Mark of Quality 
In Wiring Devices 
The Circle F Trade-Mark is 


your guide and assurance of 
absolutely dependable Elec- 

- trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 

products, 

Circle F Mig. Co. 

N. J. 


Trenton 








Ne. 608 Table Tap 








ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 


Are Not Sold 
To 
Mail Order Houses 
When ordering Sash Bal- 


ances from your Jobber 
specify them by name. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 














Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 


glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 








vanced one point since Nov. 15. The 
ratio of prices received by farmers to 
prices paid declined from 61 to 58 from 
Nov. 15 to Dec. 15, but the ratio on 
Dec. 15 was 8 points above that on 
the same date a year ago and 9 points 


| above the low point of Feb., 1933. 


+ * * 

Retail sales gains continue, 
judging by the reports being received 
by the headquarters of several national 
retail groups. The reports indicate that 
since the first of the year the increase 
shown in recent weeks has been fully 
maintained. Merchants are said to be 
greatly encouraged by the improvement 
and it is expected that replacement pur- 
chases are going to be larger in a great 
variety of goods than was anticipated 
even after the most satisfactory Christ- 
mas showing. 

* * * 

December Majestic radio sales 
were the largest in the history of the 
company, according to Le Roi J. Wil- 
liams, general manager. More than 
20,000 sets were shipped during the 
month. More than 370,000 sets were 
sold in 1933. Majestic dealers and dis- 
tributors, says Mr. Williams, are an- 
ticipating Majestic’s best year in 1934. 

* * * 


New prices became effective on 
Dec. 26 on General Electric Hotpoint 
heating devices. Retail and _ resale 
price lists, superseding all previous 


price information, have been issued by 
the Merchandise Department, General 
Electric Co., Bridgeport, Conn. 

* * * 


A sales increase of 186 per cent 
during 1933 was reported when the 
sales organization of the Wooster 
Brush Co. met at the company’s plant 
on Jan. 3 to 5, inclusive. Cliff Foss, 
sales manager, who presided, reports 
that it was the consensus of the meet- 
ing that the 1934 outlook for Wooster 
brushes is particularly bright. 


* %*+ 


The Marble Arms & Mfg. Co., 
Gladstone, Mich., manufacturers of 
knives for sportsmen and scouts, have 
announced a reduction in the retail list 
price of the Woodcraft model knife 
from $2.25 to $2.00, with the same dis- 
counts prevailing to jobbers and deal- 
ers. 

* * * 

The Russia Cement Co., Glouces- 
ter, Mass., manufacturers of Le Page’s 
adhesives, has advised wholesalers that, 
due to increased production costs, an 
advance in the price on Le Page’s 
Gripspreader mucilage may become 
necessary in the near future. The 
company points out that an advance in 
the retail price would be awkward and 
for this reason any advance placed into 
effect will probably affect the whole- 
saler, who is advised to anticipate re- 
quirements. 





How to Detect 


Counterfeit Bills 


OLLOWING is an extract from 

an article issued by the United 
States Secret Service in regard to 
detecting counterfeits which should 
be brought to the attention of all 
postal employees handling currency: 

In the reduced size currency the 
United States Government has 
worked out a complete new system. 
There are five different kinds of cur- 
rency, which carry the name desig- 
nating the particular issue. The seal 
and serial number are printed in 
colors, as follows: Silver certificate, 
BLUE; gold certificate, YELLOW; 
United States note, RED; national 
bank note, BROWN; Federal Reserve 
note, GREEN. 

The denomination of each note 
is indicated by the portrait and em- 
bellishment on the back. By mem- 
orizing the portrait system you will 
be able to detect raised notes imme- 
diately. If presented with a note 


bearing the numeral “10” but with 
a portrait of Washington, you will 
know that it actually is a $1 note. 
Following is the portrait chart of 
the new currency: 


Denomina- 
tion Portrait Back of note 
$1 Washington Ornate one 
$2 Jefferson Monticello 
$5 Lincoln Lincoln memorial 
$10 Hamilton United States Treasury 
$20 Jackson White House 
$50 Grant United States Capitol 
$100 Franklin Independence Hall 


$500 McKinley Ornate five hundred 
$1,000 Cleveland Ornate one thousand 
$5,000 Madison Ornate five thousand 
$10,000 Chase Ornate ten thousand 
The check letter is always used 
in describing counterfeits and will be 
found inside the panel on face of 
note in the lower right corner. It 
has beside it very small figures, 
which are the plate numbers. These 
letters and numbers are always 


printed in black and should not be 
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confused with the letters preceding 
and following the serial numbers, 
which are printed in colors as indi- 
cated above. The check letters on 
genuine notes run from A to L, and 
are synchronized with the serial num- 
ber on all but NATIONAL BANK 
NOTES. By dividing the entire serial 
number by six, the remainder will in- 
dicate the check letter as follows: 
If the remainder is— 


, the check letter is A or G 
the check letter is B or H 
the check letter is C or I 
, the check letter is D or J 
, the check letter is E or K 
, the check letter is F or L 


+ 


. 


OM PWNS 


If the check letter is not correct, 
the note is a counterfeit. If the check 
letter is correct, it does not indicate 
that the note is genuine, as the serial 
number and check letter on a coun- 
terfeit may be a reproduction of those 
on a genuine note. The best method 
to detect counterfeit money is by 
carefully examining all currency for 
defects, as explained in the follow- 
ing paragraph. 


There are a number of methods 
used in counterfeiting, but the most 
usual is the photomechanical proc- 
ess. Notes of this kind are plainly 
surface-printed and _ distinguished 
from genuine engraving, some of 
which are poor but others being ex- 
cellent reproductions. The first step 
in making such counterfeits is pho- 
tography; therefore, it has no mis- 
spelled words, wrong facing, etc.; 
the defects most generally found are 
in the coloring of the serial numbers, 
seal and back; the portraits lack the 
fine cross-hatch lines in the oval be- 
hind the portrait, or the lines are 
broken and indistinct. Occasionally 
counterfeits are printed on genuine 
paper, obtained by bleaching notes 
of a smaller denomination, but a fair 
grade of bond paper is most fre- 
quently used. Genuine paper for 
small size currency has fine curly 
segments of red and blue silk scat- 
tered throughout the surface, whereas 
the old-size currency has two distinct 
lines of coarser silk on each side of 
the portrait. 





CLEAN UP 
PAINT UP 


* oath UP- BEAUTIFY: MODERNIZE _ 


longer you wait, the more it will cost ! 


The l¢ ue 





One of the two new 1934 window displays, “No. 29,” made in ten bril- 

liant colors with thirteen-color effect, size 33 inches high by 44 inches 

wide, with space for imprint, die-cut and packed in individual cartons, 
for mailing or shipping. 


This display has three panels, one 
panel emphasizing interior painting 
and varnishing and furniture refinish- 
ing, while the large center panel shows 
a house being painted while an ad- 
dition is being built, emphasizing 
modernizing of property, as well as 
repainting. A man digging in the 
yard emphasizes gardening, while the 
third panel represents a _ giant 
painter, with brush and paint in 
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hand, surveying the scene of activity. 
It is being offered on a cooperative 
purchase basis by the National Clean 
Up and Paint Up Campaign Bu- 
reau, 2201 New York Avenue, N. W., 
Washington, D. C., for 1934. It is 
especially designed to promote the 
sale of paint, hardware, seeds, lum- 
ber and building materials, and to 
increase employment. 
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“The Netting That Stand: 
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YOU Save --- 

You keep down your merchandise in- 
vestment, reduce selling costs, speed 
up turnover, increase profits, when you 
stock U.S. POULTRY FENCE exclu- 
sively. It alone fills every requirement 
and meets every demand of the buy- 
ing public. 


YOUR Customers Save ---= 

At the same time you save your custom- 
ers money. For, this modern, straight- 
line netting actually costs less erected. 
It stretches to wood or steel posts 
without sagging....needs no wood 
top rail, no baseboard .... requires 
fewer posts....cuts quickly, easily 
and without waste. 


YOU Build Repeat Business -- 


The buyer saves the cost of unneces- 
sary material. He saves time, labor 
and expense. You create for yourself 
permanent, profitable, repeat business 
which price competition cannot take 
away. 


U.S. POULTRY FENCE is made in one- 
inch and two-inch mesh, galvanized be- 
fore or after weaving; heights 12 to 72 in. 


Ask your Jobber or write direct to 


Indiana Steel & Wire Co. 


Muneie, Indiana 


Manufacturers also of 
IMPERIAL 
Farm, Poultry and Lawn Fence... 
Flower Bed Border, Trellis, 
Gates, Steel Posts, Staples, 
Barbed and Twisted Barb- 
less Wire, Brace Wire. 
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the Editor 


Clarence Wehrle Is Building 
“Store Traffic’—Adds New Lines— 
Sells Toys All Year Round 


CLEVELAND, OHn10o—I was very much 
interested in the advertisement of 
George Worthington Company in your 
December 21st issue in which they say 
there are too many hardware stores 
making no effort to attract the women’s 
trade. I feel that the day of “just a 
hardware store” is past. We have fol- 
lowed the idea of I. S. Hunt Company, 
Rochester, New York (See H. A., Dec. 
21, 1933, p. 16), by installing in our 
store a circulating library and also a 
line of notions and gifts, which my 
wife is taking charge of. If some of 
the hardware dealers knew the amount 
of silk stockings that the ladies pur- 
chase, I’d feel sure that there would be 
more dealers putting in additional lines. 

We increased our business 25 per 
cent from December, 1933 (compared 
to December, 1933). I made a hard- 
ware store out of a bank, moving from 
our old location in the next block where 
we had been seventeen years. We now 
have a larger floor space and are able 
to display more goods. We are using 
the “directors’ room” of the bank as 
a toy shop, which is another item that 
I think most hardware dealers are pass- 
ing by. We carry toys the year round 
for the children that have birthdays, 
or that have been sick and their parents 
have to purchase something to enter- 
tain them when they are confined to 
their homes. 

Of course, you will wonder what I 
was able to do with the concrete vault 
which the bank had in the interior of 
the bank rooms, and as it is built with 
twelve inch concrete reinforced walls, 
we were unable to remove same. Of 
course, several of the hardware dealer 
friends made the remark that that 
would be a detriment, but instead I 
have made the vault very useful as 
same contained a tile floor. I redeco- 
rated one side of the vault with two-tone 
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colors, to represent a kitchen, and have 
a complete kitchen outfit on one side. 
On the other side I was able to install 
a complete bathroom, even including a 
bathroom scale, and you would be sur- 
prised to see the number of ladies that 
come into our store to use the scale to 
see if they were able to reduce their 
weight. 

CLARENCE J. WEHRLE, 

Wehrle Hardware Co. 


(Mr. Wehrle promises readers of 
HarpwareE AcE the complete facts and 
some explanatory photographs in early 


issue.—Ed. ) 


Thank You, Mr. Tomlinson 


Forpyce, Ark. — Harpware AGE 
seems to contain more information 
about hardware than any other book 
or magazine, and that is why I am very 
anxious to receive HARDWARE AGE for 
one year beginning this month, and 
also the Hardware Age Directory Num- 
ber. Due to the large number of items 
in the hardware business it is very dif- 
ficult to learn the different trade names 
given to each. L. E. Tomuinson. 


With Pleasure, Mr. Liddle 


Detroit, Micu.—We are interested 
in the article appearing in your January 
4th edition “How Lind Hardware Com- 
pany Builds Volume With Packaged 
Oil” and would appreciate receiving 
about sixty reprints of it. 

L. LippLe, 
Buhl Sons Co. 








H.A. Display Fixtures 
“The Cat's Whiskers,’ Says Mr. Viall; 


“They Talk 


Piattspurc, N. Y.—Thank you for 
the plans you sent me, showing the new 
and up-to-date Hardware Age Inter- 
changeable Window Display Fixtures. 
We have had these made up by a car- 
penter and painted by a master-painter. 
If you will permit I will tell how they 
are finished. 

First: They were all given one coat 

of shellac. 

Second: One coat of flat white. 

Third: One side finished in a beau- 

tiful shade of orange enamel. Re- 
verse side painted in a beautiful 
ivory enamel. All edges black 
enamel. 
—and it sure is the “cat’s whiskers.” 
It just seems to talk right out at the 
folks going by. We are more than 
pleased, and wish to thank you for the 


Right Out’ 


suggestion. As soon as we feel that we 
have a window that would take a good 
picture will have one taken. 

H. B. Viatt, Adv. Mgr., 

A. H. Marshall Company, Inc. 


(Mr. Viall’s experience with the 
Harpware Ace Interchangeable Dis- 
play Fixtures parallels the reports from 
other readers. If you do not have the 
“easy to follow” working plans for 
making these handy and efficient win- 
dow display helps write and ask us for 
a set for both Series “A” and “B.” 
Series “C” will be introduced in the 
next issue. The original HARDWARE 
AcE window display suggestions (two 
in each issue) are built around these 
fixtures.—Ed. ) 

(Letters continued on page 60) 
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DRIVER advertising 
helps Dealers gain 
on 
\GE 
ion 
0k 
THROUGHOUT AMERICA 
or 
nd 
~ Atlas “flat style” Ys Ib. Tack Paper 
ms 
if- Compare it with the old style, 
“5 narrow top “finger trap”. This 
, modern box cannot tip over; the 
large opening permits ex- 
@ WINDow PosTERS—New attention-arresting post- traction of tacks without 
ed ers are regularly supplied to Driver Tool dealers. finger pricking; the sealed 
ry Copy and illustrations relating to such famous users bott “" ‘li A 
n- of these machines as Rear Admiral Byrd, Seth Parker, meeeiens _ § spilling. 
od and others are displayed together with Driver Tools. convenient, safe, 
1g These newsy posters immediately interest passers-by fast-selling paper. 
in Driver equipment. 
@ NATIONAL MAGAZINE ADVERTISING—Driver Tool 
” advertising completely covers the craftsman market. 
Such publications as Popular Mechanics, Home 
Craftsman, Popular Science, Popular Homecraft and 
school magazines are regularly used for Driver adver- 
tisements. They reach hundreds of Driver prospects 
in your neighborhood. 
@ NEwspPaAPER MAT SERVICE—Individual mats and elec- 
tros are regularly supplied to Driver dealers for use 
in their own advertising. Other mats of complete 
seasonal Driver Tool advertisements are also avail- 
able at any time, absolutely free of charge. Made in \ lb. papers only, these flat style boxes 
e @ CATALOGS AND LITERATURE—A new forty-page fully of Atlas Sterilized Blued Tacks are packed 
d illustrated, colorful catalog, giving complete specifica- (1 dozen) in colorful orange and blue self-selling 
tions of all three lines of Driver bench-saws, jig-saws, counter display cartons. 
lathes, drill presses and the shaper, band-saw, planers, 
flexible shafts, clutches and accessories is available e 
. to dealers for distribution to prospects and customers. SSS =e —= Left, the % Ib., % Ib., and 
. : , , 1 lb. papers complete the 
A lete line of Driver Wood k ” “ ‘ P 
1 foun eee is natin te three ‘Giten 500” LATHE Atlas line. Stock the full line. 
» price ranges so that every prospect can pur- Retail Price 
; chase Driver Tools regardless of his income. $12.65 * 
Distributed Through 
Hardware Jobbers 
R 
WALKER-IURNER Co.. INC. Fairhaven, Mass. iv. 
514 Berckman Street, Plainfield, N. J.. U.S. A. aati 
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The Development of the 
Wholesaler-Retailer and His Future 


By A. A. PARKER 


Vice-president, Waite Hardware Co., Worcester, Mass. 


Worcester, Mass.—Approximately 50 
years ago our city had a population of 
about 60,000 people and was the center 
of a trading area with, roughly speaking, 
a radius of 30 miles. Nowhere in this 
area was there a hardware jobber. .. . Mr. 
H. M. Waite founded the business to 
which we succeeded in later years. For a 
time Mr. Waite engaged in a strictly re- 
tail business and then gradually, without 
premeditation or solicitation on his part, 
small hardware dealers and general stores 
began sending to him for various items 
of which they were in urgent need. 

For an illustration . . . try to picture a 
small hardware store in a town 15 or 20 
miles from Worcester on a bright June 
morning many years ago as a customer 
entered and said, “Well, Mr. Storekeeper, 
looks like goed haying weather, I must 
have four scythes right away.” The small 
hardware man found out to his dismay 
that he had only two in stock and told 
his customer, “John, I can give you two, 
that’s all I have.” Then the customer 
replied, “Well, Mr. Storekeeper, I must 
have four scythes, I’ve got extra men wait- 
ing to go to work.” After a little thought 
Mr. Storekeeper said, “Well, if the express 
man hasn’t left I can send up to Waite’s 
and get two and so an hour or two later 
the express man came in and said, “Can 
you let Mr. Storekeeper have two scythes?” 
and Mr. Waite said, “I can;” so the two 
scythes were duly wrapped and delivered 
to the express man and then arose the 
very important question of price, and Mr. 
Waite’s thoughts were something like this. 
“Well, let’s see, these scythes sell for a 
dollar . . . cost me $8.00 per dozen and I 
had to pay the freight,” and he ended 
by letting the express man have them for 
85 cents apiece. 

Change this incident to other seasons 
of the year, other locations and other 
items . . . multiply over and over again 
and you have the birth of the jobber-re- 
tailer. He didn’t come about throngh 
thought or planning, but was the answer 
to a definite need and all through the 
years he and his successors have rendered 
a necessary and valuable service to their 
fellow citizens in the areas which they 
served. 

As his jobbing business grew the jobber- 
retailer naturally tried to buy his merchan- 
dise on a more favorable basis. As he 
was quite frequently one of the leading 
merchants in his community, usually a 
man of sound business principles and a 
good credit rating, manufacturers from 
time to time realizing his worth and the 
essential jobbing functions which he was 
performing, extended to him the jobbers’ 
prices to which he was entitled by his 
position in the mercantile field. Gradually 
as years rolled by it became almost uni- 
versally recognized that a reliable, local 
source of supply was imperative, and this 
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statement alone pictures the growth of the 
jobber-retailer. 

It is said that repetition is tedious but 
as it often serves a purpose we picture 
an incident of modern days to show that 
the jobber-retailer still has his uses, still 
serves his community, for distances do 
not change; we are still 40 miles from a 
jobbing center, there is today as in the 
past a vital need for prompt and efficient 
service and we will let the following word 
picture prove the truth of our statements. 

Again it is a bright spring morning 
and Mr. Well-to-do in the town of Blank 
about 20 miles from Worcester decides that 
all his screens need recovering . . . he 
engages a man to do the work, jumps in 
his car and drives to the nearest hardware 
store which is in a town five or six miles 
away. He enters the store and after pass- 
ing the time of day with the storekeeper 
says, “John, I am tired of this screen 
cloth that doesn’t last, I want a roll of 
30-in. bronze screen cloth. The store- 


keeper says, “I am sorry Mr. Homeowner, 
I don’t keep bronze cloth, I can give you 
black.” Mr. Homeowner says, “I don’t 
want black, I want bronze, I must get the 
screens repaired today . . . what can you 
do?” The storekeeper replies, “Well, I 
think I can fix it all right, I can telephone 
to Worcester and have Waite’s send up a 
roll of bronze by Overland and you can 
get it by four o’clock.” Mr. Homeowner 
says, “That’s great . . . suits me to a ‘T’ 
because I haven’t time to go to Worcester 
today.” 


Again, change the location, the season 
and the item . . . multiply over and over 
again and you have a reason for the con- 
tinued existence of the modern jobber- 
retailer. 


If by any method, agreement or code 
the existence of the New England jobber- 
retailer is threatened he alone will not 
suffer, the loss to his community, to those 
dependent on him for service and to those 
dependent on his customers for service will 
be far greater than the injury to him. 
These are days of stress and all right 
thinking people are giving hearty support 
to the true purpose of our President’s 
program, the betterment of all. But, Mr. 
Roosevelt’s program contains no desire to 
injure any group or to cause unnecessary 
hardship to any community . . . but work 
a hardship it will to both individuals and 
communities if our present method of 
distribution is disturbed unduly. 





A Letter to Gen. Johnson by H. Mayberry 
Regarding Drug and Chain Stores 


To General Hugh Johnson: 


We are taking the liberty of writing 
you with reference to the hardware 
business going into the drug stores and 
utilities company stores; wondering 
at a time like this if you could not 
shed some light on what is to become 
of the legitimate, bed-rock hardware 
merchants throughout the country who 
have been the very backbone of their 
communities in hiring men, paying liv- 
ing wages at all times, and last but not 
least proving an asset to any communi- 
ty in which they do business. 

Right now, here in our own com- 
munity of East Liberty, which is prac- 
tically the entire eastern section of 
Pittsburgh, we have a utility company, 
whose purpose we believe is to furnish 
light and heat for the public, but dur- 
ing the past few years they have 
branched out into the electrical acces- 
sory business and, in fact, handle al- 
most everything that the hardware 
merchant alone used to carry. Within 
a space of four blocks we have a Rand, 
a May and a couple of Dow drug stores, 
who also handle almost everything that 
the hardware merchant does. 

You will readily see just where this 
is proving a handicap to the above 


merchants, as these chain stores carry 
only a minimum amount of help, pay 
but a minimum wage and they also 
have the drop on us by keeping open 
on the Sabbath day. We realize that 
you have many trying hours in striv- 
ing to straighten out various difficulties, 
but we are of the opinion that perhaps 
you might offer some solution to our 
trouble, which grows greater year after 
year; with these chain stores making 
inroads on the hardware and house fur- 
nishing business to such an extent that 
it can no longer be ignored. 

Tt is an impossibility to go into any 
hardware store and find them selling 
drugs, etc., with rare exception where 
they have been compelled to do so to 
protect themselves from unfair com- 
petition, but we feel this is not legiti- 
mate any more than it is legitimate for 
the above mentioned stores to handle 
merchandise pertaining to our line of 
business. 

Wishing you a very prosperous and 
happy 1934, we remain 

H. Mayserry, Manager, 
Graff Brothers, Inc. 


(With this copy of his letter to Gen. 
Johnson, Mr. Mayberry writes Harp- 
(Continued on page 62) 
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JOBBERS... 


When you need 
bolt and nut service, 
here it is! 


© You can always depend on R. B. & W. same- 
day service when bolt and nut stocks run short. 

And when you have a call for a size or type 
you don’t usually carry, chances are we’ve got 
it waiting for you— ready to ship the day your 
order comes. 

For your regular stock, Empire bolts and 
nuts are conveniently packaged in strong, good- 
looking cartons. Prominent labels show size and 
style at a glance. Just look at your shelves for 
what you want, and there it is as large as life. 
Time-saving for jobber and dealer alike. 

Pin your faith to Empire quality. Threads 
are tough, and fit is gauge-like. No jamming or 
stripping. 

For the hurry call, ’phone or wire the near- 
est R. B. & W. plant or office. 


memeen 





WE DO OUR PART 


RUSSELL, BURDSALL & WARD 
BOLT & NUT CO. 


PORT CHESTER, N. Y. 
ROCK FALLS, ILL. CORAOPOLIS, PA. 


Sales Offices at Philadelphia, Detroit, Chicage, 
San Francisco, Los Angeles, Seattle, Portland, Ore. 
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NIGHT LATCHES 





No. 201 


MR. HARDWARE 
DEALER . . . WHY 
NOT SELL QUALITY 
PROTECTION? 





It's about as easy to sell a good lock as an inferior 
one. It may take a little extra selling conversation 
sometimes, but the results almost invariably justify 
the extra effort. 


And think of the greater satisfaction to your cus- 
tomer when he learns that you have sold him a 
"real lock"—one that has a high degree of 
security. 


It is always advisable to ask your customer what 
he intends to lock up. You can then recommend 
the adequate lock. After you have sold him you 
will have a satisfied customer and obtain a greater 
profit. 


Ilco Night Latches Nos. 201, 215, and 217 are 
quality locks offering maximum protection. You 
can sell them with absolute confidence. Have you 
an adequate stock? 


INDEPENDENT LOCK COMPANY 
Fitchburg, Massachusetts, U. S. A. 











THE SYMBOL OF 
SUPREME LOCK PROTECTION 


apx-us! ( 
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A Letter to 


General Johnson 
(Continued from page 60) 


warRE AGE as follows: “You may use 
this letter to Gen. Johnson in any way 
you think will be beneficial to our fel- 
low hardware men. I have read your 
editorials quite frequently in HARDWARE 
AcE and you deserve a lot of credit, 
but I think the only way that this can 
be remedied is that we keep hammer- 
ing and hammering and carrying it to 
the higher-ups.” He refers specifically 
to comments in HARDWARE AGE, which 
appeared as follows—Aug. 17, 1933, p. 
19; Aug. 3, 1933, page 31, and Sept. 
14, 1933, p. 33.—Ed.) 


A Plan to Relieve the 


Credit Situation 


Brooktyn, N. Y. — The following 
suggestion regarding the strained credit 
condition pertaining to the small mer- 
chant was forwarded to and acknowl- 
edged by Washington early in October. 


What do you think of it? Be free to 
use it as you see fit: 

“This plan will function without gov- 
ernment expense and satisfies the out- 
standing excuse that most banks are 
using in eliminating all but preferred 
credit risks from commercial bank 
loans. 

“The banks are loaning money to 
large preferred accounts at interest 
rates as low as 31% per cent, others 
varying to 5% per cent. The plan is 
to standardize commercial loan rates, 
raising all loans below a reasonable 
amount to 6 per cent, and all larger 
loans to 5 per cent. 

“Of the first group, the loaning bank 
receives 5 per cent, and of the second 
group, the bank receives 4 per cent. 
The one per cent remaining to be ap- 
plied to a central sinking fund which 
may be drawn upon to cover bank losses 
on loans made under this new plan. 

“Banks, however, would be restricted 
to making loans only to those having 
stated qualifications in order to have 
risk protection.” 

H. K. Hays, President, 
Shane & Hays, Inc. 





Probable 10 to 25% Improvement 
in 1934, Says Optimistic 
Oliver Bros. Market Letter 


(Addressing its clients on Jan. 2, 
1934, Oliver Brothers, Inc., New 
York City, presented this interesting 
and cheerful appraisal for the new 
year. Through the courtesy of this 
company we present this market let- 
ter.—Ed.) 

Sunshine Talk is often pure Moon- 
shine and the customary New Year’s 
optimism concerning the prospects 
for the new year must be discounted 
accordingly. However, we do not 
mind joining the chorus of optimistic 
voices hailing the immediate arrival 
of better times. It is easy to feel 
hopeful when, in fact, the improve- 
ment is already fairly under way. At 
such a time only the most hopeless 
killjoy can fail to experience some 
measure of relief, if not of un- 
bounded enthusiasm. 

Briefly, it seems extremely prob- 
able that 1934 will be a better year 
than 1933 to the extent, say, of some- 
where between 10 and 25 per cent, 
measured in terms of production, 
consumption and employment. 

The government program has not 
worked wonders, but it is only fair 
to say that it has been, on the whole, 
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helpful, and promises much greater 
achievement this year, now that much 
of the foundation work is done. 

An enormous task of economic re- 
construction remains to be done. The 
problems created by the NRA, the 
AAA, the CWA are more difficult 
and more controversial now, after 
many months of experience and ex- 
periment, than they were when these 
laws and organizations were con- 
ceived and brought into being. 
Among the unsolved problems that 
we wish to cite briefly are (1) 
Monopolistic tendencies in Codes of 
Fair Competition; (2) Organized 
Labor; (3) Inflation. Primarily 
concerned with business, we do not 
feel competent to comment on the is- 
sues involved in the AAA. 

It has been for many years a matter 
of common observation that indus- 
trial enterprises tend to become con- 
centrated in fewer and larger organi- 
zations. The small producer and mer- 
chant has been driven out of business 
by the hundred thousands. It has 
been estimated that in 1929 there 
were over 300,000 non-financial cor- 
porations in the United States, and 


yet the 200 largest of them, repre- 
senting less than one-tenth of one 
per cent, controlled practically one- 
half of the total corporate wealth 
other than banking (49.2 per cent 
to be exact). 

Theoretically speaking there is 
much to be said for the greater effi- 
ciency and economy of large organ- 
izations, but humanly speaking no- 
body wants to be gobbled up by a 
whale. The independent manufac- 
turers and merchants are being swal- 
lowed by the whales, and it is as 
clear as day that many, if not a 
majority, of the Codes of Fair Com- 
petition favor the whales and hasten 
the process of consolidation of the 
bulk of corporate wealth and power 
in a comparatively few enormous 
concerns. Naturally, when the vari- 
ous competing interests in an indus- 
try come together to draw up rules 
of fair competition the largest and 
richest interests have the greatest in- 
fluence, and just as naturally the 
largest and richest interests are think- 
ing exclusively of their own advan- 
tage. And, finally, these most in- 
fluential interests have a most plausi- 
ble case. We will agree on prices— 
everybody will sell at the same 
prices. We will all sell our prod- 
ucts only to such and such buyers 
at our extreme prices. And so on. 
If we may borrow a musical phrase 
the leitmotif is: What is fair for one 
is fair for all. 

But is it? The rule that what is 
fair for one is fair for all only makes 
sense when all are of equal strength. 
lf there is a race between a champion 
runner, a two-year-old child and a 
rheumatic grandfather, all starting 
on equal terms (what is fair for one 
is fair for all) the result will not be 
in doubt. 

Labor: Controversy still rages 
about Section 7 (a) of the Recovery 
Act, giving labor the right to or- 
ganize in its own way. There is 
nothing at all controversial about 
the wording and intent of the law. 
The simple fact is that the law itself 
is not acceptable to a great many 
employers. General Johnson seems 
to be sympathetic with this opposi- 
tion to the original intent of the law, 
and its teeth may be partially re- 
moved by executive or Court “inter- 
pretations.” 

People persist in arguing that Or- 
ganized Labor is always seeking spe- 

(Continued on page 64) 
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Offer Your Customers the 
Wall Cleaner They Know! 





Een take chances with unproved wall 

paper cleaners. For 35 years Climax has 
Se been the reliable, safe, economical Cleaner for 
wie papered or painted walls. An abnormally large 


‘IMI PPR AND DEP TAGR. CA 


amount of wall cleaning will have to be done this 
year. If you are well stocked with Climax, you 
will benefit from this business. And your cus- 
tomers will appreciate your supplying them 
with the Cleaner they have learned to look for— 
in the blue labelled can. 


C0 Climax is priced right to sell profitably. It’s time to order 
vour spring stock from your jobber. 

We Cumax CLEANER MFG 

CLEVELAND,0.U.S.A- 





The Climax Cleaner Mfg. Company 


Removes the dirt—never rubs it in! CLEVELAND, OHIO 
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Oliver Bros. Market Letter 


cial advantage at the expense of the 
consumer. But we should realize 
that Labor is the principal consumer 
of the things it produces. Labor, if 
we define labor as comprising all 
persons gainfully employed but not 
occupying executive positions, must 
comprise 90 per cent of all wage or 
salary earners, hence, with their 
families or dependents, 90 per cent 
of all consumers. If we can in some 
reasonable measure satisfy the de- 
mands of Labor we are automatically 
doing something to improve the 
spending power of the consumer. 

Unemployment has been reduced 
by five or six million, but is still 
acute. Even if business activity 
should return to 1929 levels, which 
is not likely within the predictable 
future, there would probably be still 
five or six millions unemployed, due 
to the steady advance of mechaniza- 
tion. There will certainly be increas- 
ing agitation for further reduction in 
working hours, as indeed there is no 
other way of solving the problem of 
unemployment. 

Inflation: We are not much con- 


(from page 62) 


cerned about the Government’s gold- 
buying program as far as its effect 
on domestic prices is concerned. Nor 
do we fear that fiat money will be 
issued. Unless it is forced by the 
Government’s inability to finance its 
various expensive undertakings in 
orthodox ways. The Public Works 
program, the most expensive of all, 
was slow in getting started, but is 
gaining momentum, and its stimu- 
lating effects on business are being 
felt. This may prove to be the most 
constructive of all the Government’s 
innovations, provided it is checked in 
time, when it has served its funda- 
mental purpose. 

The situation within the United 
States is very hopeful. We cannot 
foresee what will happen abroad, 
or the possible ultimate effect on our- 
selves of a major crisis, either in 
Europe or Asia. The consequences 
of another war would be so awful 
that the governments of the world 
may be counted upon to do every- 
thing they can to postpone, if they 
feel themselves unable to eliminate 
the possibility of such an event. 





Retailer “The Forgotten Man” in Codes Due to 
Other's Selfishness Says Sussman 


Brooktyn, N. Y.—We have been 
following up very closely the various 
interpretations of the Retail Code as 
well as the many new codes affecting 
our industry, that have been submit- 
ted or approved, but in none of these 
can we find anything that really 
helps us retailers. 

We are still the victims and suf- 
fering from the many unfair and un- 
ethical business tactics as before. 

The manufacturers in their code, 
or the wholesalers do not mention a 
thing about how unfair it is to sell 
direct to the retailers’ customers, 
there is unfair competition in its 
most vicious form. All over the coun- 
try you can find many so-called 
wholesalers or jobbers selling mer- 
chandise over the counter direct to 
the public even in single items at 
wholesale prices. 

If the manufacturers and whole- 
salers are really on the “level” in 
their claim that they are trying to 
bring about better conditions in our 
industry, now is the time to “do their 
stuff.” 

The way things look to us, every 
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one is still out for themselves, and 
the retailer is still the “forgotten 
man.” It’s time we retailers woke up 
to the fact that we are quite an im- 
portant factor in the hardware indus- 
try, and that we will no longer con- 
tinue to support our competitors. We 
are wondering what séme of our fel- 
low dealers think of this idea. 

A. SUSSMAN, 

Hardware Merchant. 


T.V.A. Story Rings Bell 


Wasuincton, D. C.—I have read Mr. 
L. W. Moffett’s story with interest. It 
rings the bell, so much so I would like 
to have an extra copy to pass on to the 
directors. 

Georce O. GILLINGHAM, 
Tennessee Valley Authority 


(Mr. Gillingham has the extra copy. 
He refers to the Tennessee Valley Au- 
thority article in the Jan. 3, 1934, issue, 
on pages 32 and 33. It is written by 
L. W. Moffett, Washington Represen- 
tative of Harpware AGE, and deals 
with the new plan for loaning money 
for the purchase of electrical appli- 
ances. Reprints of the story are avail- 
able upon request.—Ed. ) 

















Leonard 1934. Line of 


Electric Refrigerators 


Includes ten models having walls which 
round over into flat service top. Legs in- 
tegral part of side walls. Len-A-Dor, foot 
pedal arrangement, has been lowered and 
mechanism readjusted to give “hair-trig- 
ger” action. Cooling unit hung in exact 
center, as shown in illustration, creating 
additional bottle room, etc. Units all por- 
celain on Armco iron inside and out. Back 
entirely sealed to reduce frost formation. 
Door to cooling unit has new, heavier 
springs for positive closing. “Chill-om- 
eter” has 12 freezing speeds, as well as 
“Vacation” temperature feature, designed 
to preserve contents of box at minimum 
operating cost for vacation time, etc. Auto- 
matic quick freezing, “Steady Kold” de- 
froster, circuit-breaking switch, etc. Shelf- 
space ranges from 8.34 to 21.88 square 
feet. Leonard Refrigerator Co., 14260 
Plymouth Rd., Detroit, Mich. 





Hankscraft Baby Bottle 
Sterilizer, Egg Service Set 


Automatic electric baby bottle sterilizer, 
illustrated, lists at $7.50 and costs dealer 
$5.25 each in broken package and $4.72 
each in standard package. No. 706 ster- 
ilizes six standard baby bottles, nipples 
and other baby accessories in live steam. 
Articles are placed in rack and _ basket, 
current is plugged in, water poured into 





base and, when work is done, current is 
off. For use on 110-volt A.C. Finished in 
ivory and black with aluminum dome. De 
Luxe Egg service set, No. 742, list $8.50, 
features a new design in ivory porcelain 
decorated in silver. Four matched egg 
cups, poaching attachments and chromium- 
plated service tray. Dealer cost, each, 
broken package, $5.95; standard package, 
$5.35 each. The Hankscraft Co., Madison, 
Wis. 
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Stock This Good Selling 
COMBINATION 


y, HE customer who complains about 
losing padlock keys will like this new Eagle 
Combination Padlock No. 04947. 


Construction is brass throughout, with hard- 
ened steel shackle, chromium plated. The 
revolving dial is made in black and white 
finish or dull chromium plated, as you may 
specify. 

No. 04947 is self locking. After setting the 
combination for unlocking, the dial is 
always turned to 50, which releases the 
shackle. Thus the final number of the com- 
bination is never left disclosed. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks | Machine Screws 


E) 
EAGLE LOGK CO. 














26 Warren Street w York, 


Branch Offices: 
521 Commerce St. 177-I79N.FranklinSt. 4 Bedford St, 
Philadelphia, Pa. Chicago, lil. Boston,Mass. 
Works at Terryville, Conn. 
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SPRUCE LADDE 
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x For SPRING 
PAINTING J1 


Champion 


and Extension 
House Cleaning 


When you consider that Men and 
Women risk their lives on lad- 
ders, how important it is that 
you sell ladders that are made 
strong and safe for the purpose 
intended. 


The famous Babcock Spruce Lad- 
ders are AIR DRIED which in- 
sures Full Strength and SAFETY 
in every ladders Order early for 
Spring trade. 





















Write for Latest Booklet and 
Price List. Spread Bottom 
Fruit 


Extension 














The Victor 


W. W. BABCOCK CO. Bath, N.Y. 
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Whats New 


for Retail 


Hardware Stores 


Fansteel Balkite E-10 
and E-20 Battery Chargers 


E-10, for fleet owners, service stations, 
etc., designed to permit the equipping of 
each car with convenient charging con- 
nector. Battery does not have to be re- 
moved, connection being made to con- 





nector on individual cars. Charges one 
six-volt battery with charging rate start- 
ing at 5 amps. and tapering off as battery 
comes up. For wall or shelf mounting. 
Net price $15.60 (slightly higher west and 
southwest) ; list price, $26. Extra charg- 
ing connectors list at 85c. each. E-20, for 
charging one to four 6-volt batteries, de- 





signed for small service stations, fleet own- 
ers, etc. Charging rate, 5 amps., maxi- 
mum. For bench or shelf mounting. Net 
price, $34.80 (slightly higher west and 
southwest) ; list price, $58. Rectifier, both 
models, Fansteel Balkite Tantalum electro- 
lytic; full wave rectification. Fansteel 
Products Co., Inc., N. Chicago, III. 


Three New G.E. 
Radio Models 


K-53M, modern table model, superhetro- 
dyne with electro dynamic speaker, vari- 
able tone control, vernier type tuning 
control, illuminated tuning scale graduated 
in kilocycles, police call range of 1400 to 
2800 kilocycles. Two tone blended finish 
cabinet, solid mahogany on top and side 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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panels, aspen for front panel, zebra wood 
along base, birch for overlay across top. 
K-66M, console, illustrated, superhetrodyne 
with electro dynamic speaker, new type 
tubes, variable tone control, automatic 
volume control, illuminated airplane type 
tuning dial, police call switch giving ad- 
ditional range of 150 to 3500 kilocycles. 
Two tone solid wood and veneers, finished 
in natural colors. Model K-65, apartment 
size console, has extended tuning range for 
police calls and some amateur and air- 
craft transmissions. Modernistic cabinet 
with veneer panel. Bottoms of posts have 
turned feet. Stretcher reinforces legs. Has 
dynamic speaker, variable tone control, 
police call range from 1400 to 2800 and 
illuminated tuning scale graduated in kilo- 
cycles. General Electric Co., Merchandise 
Department, Bridgeport, Conn. 





Myers Issues Complete 
Catalog No. 66 


Contains 372 pages of illustrations, de- 
scriptions and specifications, including di- 
rections for installing Myers pumps. Rules 
for installation, tables covering such sub- 
jects as amount of water discharged per 
stroke by pump, friction of water in pipes, 
barometric pressures at different altitudes 
and selection charts are included in the 
catalog. Illustrations show plants of the 
company, Myers trade-marks as used for 
advertising and the cover of Myers cata- 
logs. Registered trade-marks, branch dis- 


tributing houses, general agencies, foreign 
agencies and salesmen are listed. Prices 
are not quoted in the catalog, Price Book 
No. 34 having been issued at the same 
time. This price book cancels previous 
prices in all other Myers catalogs, circulars 
and supplements, except repairs. Current 
price lists will be issued when desirable. 
The F. E. Myers & Bro. Co., Ashland, Ohio. 





‘““Klein-Kord” 
Fabric Safety Strap 


Comprises four woven plys vulcanized 
into a solid strap. The maker says “Not 
only has it greater tensile strength than 
leather, which permits the use of the con- 
ventional tongue buckle without slitting 
the strap even under severe loads, but it 
also has a smooth, tough surface which 
resists damage from accidental cuts and is 
unaffected by contact with creosote, paint, 





acid, oil, etc. Being rubberized it has a 
low conductivity, and being woven it pos- 
sesses uniformity of thickness and 
strength.” It has no appreciable stretch 
in use and the smooth surface makes it 
impossible for dirt to penetrate and dam- 
age the fiber, says the maker. A descrip- 
tive booklet on this new strap has been 
issued by Mathias Klein & Sons. 3200 Bel- 
mont Ave., Chicage, fl. 


Walker-Turner Issues 
Byrd Expedition Poster 


Showing the “Jacob Ruppert,” Rear Ad- 
miral Byrd’s flagship, and having the cap- 
tion: “Byrd Selects Driver Tools ivr Use 
in Antarctic.” Illustrations show “900” 
bench saw, drill press and jointer of the 
type selected by the expedition. Poster 
printed in red and black. Walker-Turner 
Co., Inc., Plainfield, N. J. 
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LEPASE'S CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPASE'S GRIPSPREADER MUCILAGE 
LEPAGE’'S COLD WATER WALL SIZE 
LEPAGES WATERPROOF CEMENT 
LEPASE’'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER MASS. 























Why“UNION’ Roller Skates Are Sold 
By Nearly All Hardware Dealers 


ECAUSE practically everybody KNOWS about them—they have 
been SOLD for more than three quarters of a century. 


During all these years millions of skaters have asked for “UNION” 
Roller Skates—found them satisfactory—recommended them to others 
and created a steady “Chain of Customers.” Result—increased 
sales, profits and turnover for thousands of dealers. 












The 1934 line is a “Money-maker” from every 
viewpoint. Order early for Spring trade. 


Sold by All Leading Jobbers 
Send for Catalog 


Reg. U. 8. Pat. Of. 
Established 1854 





Famous 
Ball-Bearing 
Extension 

Pattern 






TORRINGTON, CONN. 
New York Office 151 Chambers St. 
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Cloquet Mfg. Co. Offers 
Low-Priced Display Tables 


The modern display tables illustrated 
are produced in soft wood to meet a 
persistent demand for lower cost store fix- 
tures. The manufacturer reports that 600 
of these tables have been sold in hardware 
and grocery fields in recent months with- 
out complaint from purchasers. They are 
of the size and style recommended by 
hardware associations and are available in 


oak finish as well as in colors. The side 
and header type tables shown here cost the 
dealer $16.00 each and are well made. The 
company also offers a cutlery table of the 
same style but with sliding glass top. This 
model costs $30.00 each. Cloquet Mfg. 
Co., Cloquet, Minn., is the designer and 
manufacturer of this equipment. 








G.E. Tambour Model Clocks 


“The Harmony,” model 203, illustrated, 
is a very large Westminster chimes man- 
tel clock of tambour style with hand- 
rubbed mahogany case, 21-inch base. 
Chimes every quarter of an hour, four on 
quarter-hour, eight on half-hour, twelve 
on three-quarter-hour and full sixteen on 
hour, in addition to sounding of hour on 
separate chime-tone rod. Chimes may be 
silenced if desired. Model 201, The Mel- 


ody, tambour, Westminster chime clock, 





with hand-rubbed Honduras mahogany 
case, burl maple panels, 20%-inch base. 
The Symphony, model 701, massive tam- 
bour clock with Westminster chimes. Hon- 
duras mahogany case, burl maple panels, 
20%-inch base. The Puritan, model AB3F- 
02, illustrated, a small all-purpose deco- 
rative tambour. Mahogany veneer or 
maple hand-rubbed case, 12'-in. base. 
General Electric Co., 1285 Boston Ave., 
Bridgeport, Conn. 


Circular Describes Church’s 
‘Axtell All Metal” Weather Strip 
And illustrates their application. The 
simplicity of construction, appearance, 
price, ease of working, durability, etc., are 


points covered in the folder. E. I. Church 
& Co., Whitman, Mass. 
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Barton Offers 10 
New Washer Models 
Five being of the Viking line and five of 


the Barton line, with suggested retail sell- 
ing prices ranging from $29.50 to $94.50. 





New colors and attractive appearance are 
features of the models. The Barton Corp., 
West Bend, Wis. 


“Pul-It” Tops 


Are set in motion by pulling a string 
which is fastened to a shaft. Operator 
holds ring mounted on spindle to set top 
in motion. Top may then be set down on 
end of shaft or on base of top. Speed is 


co. 3 


governed by number of times operator 
pulls string and permits rewinding. Avail- 
able for resale as well as for advertising 
specialties, with dealer imprint, etc. Sug- 
gested retail selling price, 5c each. Dealer 
cost $3.60 per gross. Piqua Supply Co., 
Piqua, Ohio. 


Crescent Tool Folder on 
Improved Line of Pliers 


Having the “Crestoloy” brand name. 
Folder points out that “Crestoloy” pliers 
are individually tested on a specially de- 
signed machine which tests them under 
actual working conditions. The maker 
states that the new line is made of steel 
that has not heretofore been used for 
pliers, having been specially developed for 
plier making, that they have “a new ‘feel’ 
or balance” and that the tests go far be- 
yond the point where any human hand 
could force the pliers to go. Certificate 
of test attached to each plier. The folder 
calls attention to the test and illustrates: 
end cutting nippers, curved needle nose 
pliers, diagonal cutting pliers, heavy diag- 
onal cutting pliers, linemen’s side cutting 
pliers, long needle nose pliers, long nose 
side cutting pliers, long nose pliers, duck 
bill pliers and diagonal cutting pliers. Each 
is described briefly and catalog numbers 
and price data are included. Crescent 
Tool Co., Jamestown, N. Y. 





Porter “Forestor”’ 
Pruning Tools 


Available in three sizes. No. 3 derives 
power for heavy work from its construc- 
tion which features a toggle joint, plus a 
three point slide slot. On heavy work a 
sharp pull lifts the pivot into second or 
third slot giving a tremendous increase 
of power. This power, plus balance, shape 
of jaws and fine steel makes it effective 
for forestry work, roadside and line clear- 





ing, trimming, etc. The maker states that 
the cut is clean, close and flat, leaving 
no sharp point and no stripped bark. No. 
2 has capacity of 1% in. while No. 1 has 
a capacity of 13/16 in. Small tool is 
designed for general orchard work. Lengths 
and weights: No. 1, 20 in., 2 lb. 10 oz.; 
No. 2, 27 in. 4 lb. 10 oz. and No. 3, 
34 in. 7 lb. 4 oz. Respective list prices, 
$4.25, $5.50 and $7. H. K. Porter, Inc., 
Everett, Mass. 
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Illustrations HALF SIZE 


One pair 2 x 2 No. 706 Cadmium Plated Loose Joint Butts with 
Brass Pins, one 14% Hook and Eye. Complete with screws— 
each set packed in an envelope, one dozen sets in a box. Specify 
right or left hand. 


No. 730 Wrought Steel Loose” Pin’ Hinge 
With Button Tip 





Illustration ONE THIRD SIZE 


Loose pin hinge with button tip. Full surface. Length of joint 
3 inches. Screw holes of one leaf are countersunk on both sides. 
Packed half dozen pairs in a box with screws. Size of screws 
4x 8. 


No. 1124 Screen and Storm Window Sets 





— Pe 


Illustrations HALF SIZE 


One pair No. 724 Cadmium Plated Screen or Storm Window 
Hangers. One 114 Hook and Eye complete with screws. Each 
set packed in an envelope. One dozen sets in a box. 








( SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices and Warehouses: 


NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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ALL-ALUMINUM 
SPLIT 
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Is only one of three exclusive sales fea- 
tures of this durable washer, but it is one 
that is very effective in competitive selling. 

The Zenith also is the only washer with 
the Patent Zenith Overhead Agitator. It 
washes quickly and clean because it washes 
in the natural way. 

And only the Zenith has the Zenith 
Patent Clothes Separator which keeps clothes 
from tangling together in the tub and gives 
the suds a chance at them. 

Zenith Washers last for years. Ask for 
more details. 


— 
Five Zenith Models 
Priced from $49.50 up 


ZENITH MACHINE COMPANY 
General Offices 
257 South 1st Ave., E. Duluth, Minn. 


New York Chicago 
20 Vesey St. 1416 Merchandise Mart 
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Easy Offers Two 
New Washing Machines 


Both featuring the Spiralator, described 
in the Jan. 7 issue of Harpware AGE. 
Model 7FS, illustrated, has Easy No-Slip 
Safety Wringer in which both rolls are 
gear driven. Rolls of large balloon type, 
wringer equipped with instant safety re- 
Iéase. Has electric pump for handling all 
water. Easy safety switch protects motor 
and fuses. Large size tub has 8 to 9 lb. dry 
weight capacity, large rubber casters, new 
holder for cord and plug when machine is 
not in use. Floated, insulated power plant. 
Easy Damp-Dryer, 2DS, dryer-type washer 
has upper bearing in damp-dryer cover, 
Easy electric pump, capacity 9 lb. dry 
weight, large rubber casters, increased 
basket speed, new holder for electric cord 
and plug and insulated power plant. list 
prices, 2DS, $$149.50 and 7FS, list $99.50, 
both prices being for eastern Staies. Easy 
Washing Machine Corp., Syracuse, N. Y. 


“Keep-Em-Alive” 
Chain Fish Stringer 


A convenient device on which fish can 
be fastened as they are caught. Attaches 
to side of fisherman’s boat, or to dock, to 
serve double purpose of keeping fish alive 
and safe. Holds each fish through both 
lips with safety-pin hook, without suffering 





or injury. Fish stay alive and do not drown 
or smother, because they have freedom to 
swim about. Swivel construction prevents 
hooks from becoming tangled. Cadmium- 
plated, rust-resisting. Length 4% ft., with 
10 hooks. Additional hooks can be quickly 
attached. Stringer may be easily and 
quickly rolled up, permitting carrying it in 
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pocket or tackle box. Suggested retail sell- 
ing price, 75c. Extra hooks with swivel 
attached, three for 25c. Millsite Steel & 
Wire Works, Howell, Mich. 





Signal Electric Mfg. Co. 
Offers Small Two Pole Motor 


Known as type PM it has center drive 
construction, and is of single phase, induc- 
tion, shaded coil type adaptable for uses 
such as display signs, toys, small tools, 
novelties, etc., where little power and start- 
ing torque are required. For A. C. current 
only, available in stock types. Will stand 
a thousand volts ground test. Oil-less bear- 
ings, 1/1000 hp., with full load speed 2300 





r.p.m., net weight 1% Ib. Available with or 
without gear reduction, ratios, 27.67-1 and 
48-1. Provides for easy mounting. Signal 
Electric Mfg. Co., Menominee, Mich. 


New England Cruller Forms 


Upset thé traditions of doughnut making. 
Strips of doughnut-like dough wrapped 





around the forms are made crisp all the 
way around says the manufacturer. Set 
of six cruller forms and lifting handle at- 
tractively packaged has a suggested retail 
selling price of 25c. To introduce them, 
the set will be offered together with a new 
Mirro 4-qt. French Fryer as a special hav- 
ing a suggested retail selling price of $1.49 
($1.59 in extreme South and West). Alumi- 
num Goods Mfg. Co., Manitowoc, Wic. 


“Pakutter” Cigarette Package 
Holder and Opener 


A convenient carrier with blade in the 
top, which opens the package without mak- 
ing necessary the removal of the cellophane 
wrapper. Designed to preserve the shape 





of the package and cigarettes and to make 
easier the opening of packages. Lid is 
opened, after package is inserted, by press- 
ing a small button. Blade is removable 
and may be replaced. Standard nickel 
model lists at $1.00. Nickel with red 
enamel or black enamel cover or gun metal 
with red enamel cover list at $1.50. Dealer 
discount, 40 per cent. National Automatic 
Container Corp., 230 Park Ave., New York 
City. 


Catalog Shows Westinghouse 
Electric Water Heaters 


Designed in types and sizes to meet every 
central station load condition, and the 
great variety of applications required by 
home-owners and other users. Complete 
line, includes storage tank heaters, strap-on 
heaters, and heaters of the side-arm cir- 
culation and immersion types. Booklet 
has illustrations and specifications to en- 
able dealer or salesman to select product 
or model desired. Explains features of 
design and construction and gives data for 
ordering heaters and supplies. Printed on 
durable stock, 814 by 11 in. Westinghouse 
Electric & Mfg. Co., E. Pittsburgh, Pa. 


Hamilton Beach 
Hair Dryer No. 5 


Delivers either hot or cold blasts of air, 
controlled by convenient switch. Weight, 
1% lb. Operated by one hand, leaving 
other free to comb hair. Has compact, 





quiet Hamilton Beach motor and nichrom 
wire heating element. Grey rayon cord, 
case finished in ivory enamel. Suggested 
retail selling price, $7.95 ($8.45 west of 
Rockies). Hamilton Beach Mfg. Co., 
Racine, Wis. 
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> MODERN HARDWARE 
DISPLAY 


COUNTERS 
at NEW 








. LOW PRICES 








$16.00 


Nothing moves merchandise like good display, and 
these fine Display Counters provide it at low 
cost. 


They are regular standard type and size (3014”x 
8014”), choice of Oak Finish, or colors Light and 
Dark Green with Black Base, same as World’s Fair 
Store Model which attracted such favorable 
attention. 


These Display Counters are well constructed— 
strong and durable. 


$16.00 


One of the largest Hardware Jobbers in the country 
has just made a Quantity Purchase of these Counters 
which has made the above price possible. A single 
hardware store recently purchased 20 of these 
Counters from their Jobber. They are going over 
big, which proves their real worth. 


Order NOW and save money. If your Jobber can- 
not supply you, order direct, but please try your 
Jobber first. Shipped prepaid, East of the Rockies, 
if cash accompanies order. 


Recommended by Leading Hardware Associations and Merchandisers 


CLOQUET MANUFACTURING CO., CLOQUET, MINN. 














Coffee 
Mills 


The most efficient, best looking 
Household Coffee Mill on the 
market is the Arcade Crystal 
No. 9004. One pound capacity 
glass hopper . . . air-tight. Ad- 
justable to any degree of fine- 
ness in grinding. Overall height 
18%”. Also eight other styles 
of Coffee Mills to select from 
... get our new catalog No. 103 
for complete details. 





Order From 
Your Jobber 


ARCADE MANUFACTURING CO., FREEPORT, ILLINOIS 


ARCADE 


HARDWARE 
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DEALERS ARE MAKING 
QUICK PROFITS ON 











HESS & HOPKINS 
HARNESS 


Thousands upon thousands of sets of harness will 
be sold within the next few months ... because the 
horse is back. It’s your opportunity to make money 
in harness, strap work, and collars. For 60 years 
Hess & Hopkins Harness has been the standard of 
comparison ... second to none in quality and value. 
Write us for catalog and name of your nearest jobber. 


JOBBERS’ ATTENTION: If you are not handling the 
Hess & Hopkins line, write today for catalog and de- 
tails regarding packaged harness, strap, collars, etc. 


HESS & HOPKINS LEATHER COMPANY 
1104 Acorn St., Rockford, Illinois 
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Toy “Mixmaster” 


A practical toy for kiddies, is made like 
household size Mixmaster, finished in same 
way with same ivory color and jade green 
bowls. Will whip cream, beat eggs, make 
mayonnaise, mix light batters, etc., but is 
not sold to do food-preparing jobs. Motor 
detachable to take to stove. Bowls revolve, 
while beaters may be taken off. Has no 
juice extractor, as motor is not strong 
enough for that purpose. List price, $8.75 
(west of Denver, $8.95). Chicago Flexible 
Shaft Co., Roosevelt Rd. and Central Ave., 
Chicago, Ill. 


Coroco Tire Chains 


Of rubber of the same strength, tough- 
ness and resiliency as automobile tires, 
vulcanized on a treated rope base made of 
high quality Columbian rope, says the 
maker. It is only necessary for the dealer 
to stock five sizes as the fastener makes 
this chain flexible and adjustable to the 
various sizes. Each carton of a set of 
chains gives the tire sizes which the set 
will properly fit. Cross links and side 
ropes, which can be easily replaced with a 
stout screw driver, are manufactured and 
sold as accessories. New cross link can 





be reset into its proper position on the 
side chains with pliers or a hammer. For 
the proper servicing of these chains a 
special bench tool has been perfected. 
By its use cross links can be removed or 
inserted quickly and without damage to 
any part. The maker points out that these 
chains are noiseless and that their life 
will be lengthened by taking up any slack 
in side ropes, pulling up outside ropes and 
again securing the clamps. List prices, 
$8.50 to $11.50 per pair for chains, 30c. 
and 40c. for cross links. Columbian Rope 
Co., Coroco Tire Chain Division, Auburn, 


MN. t. 


Stanley Electric 
Router and Shaper 


For woodworking, has an interchange- 
able power unit making possible the pur- 
chase of either hand router, b nch router 
or bench shaper and later addition of the 
other units. Motor unit specially designed, 
110-volt universal motor with provision for 
mounting either router chuck or shaper 
spindle directly on armature shaft, elimi- 
nating belts, pulleys and vibration. Unit 
operates at 18,000 r.p.m. giving cuts so 
smooth no sanding is required, says the 
maker. Shaper unit has tilting motor unit 
holder enabling use of sturdy small diam- 
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eter cutters for all molding cuts and for 
cutting of almost any contour with limited 
number of cutters. With four cutters, it 
is estimated 600 different molding cuts 
can be made. For corner beading, fluting, 
dovetailing, inlaying, dadoing, rabbetting, 
mortising, tenoning, carving, surfacing and 
many other uses. Instruction book on 
routing and shaping, packed with units, is 
also available for separate purchase. The 
Stanley Electric Tool Co., New Britain, 
Conn. 


Brush-Keeper Available On 
Wooster Foss-Set Brushes 


Comprises an attractive gold finished 
metal cover which replaces paper wrap- 
pers. Metal cover has inner sheath and 
outer cup which, when placed on brush 
form airtight seal which keeps brush in 
condition while new and after use. The 
maker states that it enables brush user to 
place brush in it without thoroughly clean- 





ing out after use, the device keeping brush 
pliable, flexible and ready for re-use. It 
is simply necessary to brush out excess 
painting material, wrap bristles in inner 
metal sheath and push on outer metal 
shell firmly thereby making an airtight 
seal. Used brushes are said to remain 
soft and pliable for weeks. This patented 
Brush-Keeper is available on popular 
Wooster numbers at slight additional cost. 
The Wooster Brush Co., Wooster, Ohio. 


G.E. Vacuum Cleaner Lamp 


A 15-watt tubular model for use on vacu- 
um cleaners. Designed especially to with- 
stand high frequency vibration and bumps, 
it is of 115-volt class, rated at 15 watts 
and employing a T-7 (tubular) bulb in 
combination with double bayonet candel- 
abra base. Maximum overall length, 
213/16 inches. The maker points out that 
a built-in light source adds appreciably to 
the service rendered by a cleaner, in that 
it provides adequate light for cleaning pur- 
poses regardless of room-lighting condi- 
tions. Incandescent Lamp Department, 
General Electric Co., Nela Park, Cleveland, 
Ohio. 





““Made-Rite” Portable 
Clothes Line Reel 

Substantially built and attractively fin- 
ished, for use indoors or out, and designed 


so its operation will eliminate kinks and 
soiled line. Heavy steel body with easy 











J 


rolling steel reel. Available with or with- 
out line, No. 6 sash cord being furnished 
when desired. List price, $1.50. The 
Made-Rite Mfg. Co., Sandusky, Ohio. 





“Chelsea” Utility Scraper 


For painters, automobile owners, porters, 
etc., for use in scraping all kinds of sedi- 
ments and paints off glass, marble floors, 
tile, etc. Steel, heavily nickel-plated. Uses 
double-edge, wafer-type safety razor blades. 





When not in use, blade is protected by 
special feature. Suggested retail selling 
price, 10c. Dealer cost, 80c. per dozen. 
Chelsea Metal Stamping Co., 95 8th Ave., 
New York City. 
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(pein Sambler 
Exrropep Meat PADLOCKS 


= To those requiring the utmost in 
security, strength and durability, 
offer the Corbin 
Extruded Metal 
Padlock. Made 
from a_ solid 
block of ex- 
truded brass, 
machined out to 
receive the fine 
Corbin Pin 
Tumbler mech- 
anism, assuring continuous 
smooth operation under ll 
kinds of weather conditions, 
protection and long life. 


CORBIN CABINET LOCK Co. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 
Cerin 














--(CHICAGO)— 
SPRING HINGES, 


(A Type for Every Requirement) 





“Triplex” 
Spring Hinges 
For 
Lavatory Doors 


When marble is cut for 
the hinges of lavatory 
doors there is always the 
risk of breaking or de- 
facing it. 





Type 2242 
This danger and expense is avoided when 
“TRIPLEX” Lavatory Spring Hinges are used. 

The Adjustable Clamp Flanges in these hinges 
offer a protection against variations in the thick- 
ness of the marble partitions. 


Send for Catalogue No. H 47 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S. A. 





Friction” 


‘ 





Smooth asa 


Ball Bearing 


THAT'S exactly what they are . . . ball bearing 
casters. No friction. They roll in any direction 
with ease. Save carpets, rugs, floors. 


Generous profits. Rapid sales. Quick turnover. 
ACME CASTERS are an ideal item for any dealer. 
Every customer who comes into your store is a 
logical prospect for ACMES. 


Demonstrate These Casters 


Roll one on the counter, or in 
the palm of your hand. All 
you've got to do to make a 
sale, is to show the customer . 
how these wonderful casters 
work. 





THE ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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J. R. Clark Folder Shows 
Steel Truss Safety Ladders 


And calls attention to new improve- 
ments. Illustrations show various brands 
of stepladders as well as painters’ and ma- 
sons’ trestles, swing stages, extension 
planks, fruit pickers’ ladders, taper lad- 
ders, extension ladders, window cleaners’ 
ladders, etc. [Illustrations show tests to 
which ladders are subjected. J. R. Clark 
Co., Minneapolis, Minn. 





“Wizard Junior” Tape Rule 


A six-foot model, list 75c, is smaller and 
lighter in weight than the “Wizard.” _Li- 
censed under Farrand patent No. 1828401, 
it has steel blade % in. wide and may be 
projected unsupported like a rule, yet will 
flex and accurately measure circles, etc. 
Manually withdrawn and returned to case, 
always under control. Nickel-plated blade 
with prominent dark markings and figures. 





Marked inches to l6ths, both edges, with 
first six inches, upper edge, to 32nds. 
Solid end hook for measuring within or 
beyond arm’s reach. Sturdy nickel-plated 
case fully encloses blade and is 1% in. in 
diameter, pocket size. Case will stand on 
edge when blade is extended, permitting 
blade to lie flat on work. The Lufkin Rule 
Co., Saginaw, Mich. 


Herdeg’s Adjustable Strikes 


“ 


Permit “an instant and perfect” adjust- 
ment between a latch and its stop and 
are designed to prevent and correct; rat- 
tling and imperfect latching of doors and 
defacement of woodwork. Left-hand half 
of illustration shows external or front ap- 
pearance, while right-hand part shows rear 
view. Has inconspicuous plate of conven- 
tional form, as seen from front. Adjust- 
able element forms beveled latch stop. 
Large latch and bolt openings permit wide 
range of door adjustment in perpendicular 
and horizontal directions. One-piece con- 
struction. Screw-head cross-cut to permit 
adjustment of strike with screw-head half 





concealed. Designed to provide a quick 
and easy method of adjusting latchstop 
after shrinking, swelling, warping and set- 
tling have changed original relationship 
between latch and its stop. Solid brass, 
size 3% in. x 1% in., emery polished, right 
or left-hand. Adjustable Strike-Plate Co., 
Hertel Station, Box 7, Buffalo, N. Y. 


Florence WD3 Circulating 
Water Heater 


Hooked up with regular 30-gallon boiler 
and operated continuously day and night. 
Special type single-ring range oil burner, 
3 inches in diameter, enclosed in porcelain 
enameled jacket. Tilts to light with match 
through hinged door with mica window. 
Has one-turn valve controlling flow of oil. 
Two-gallon metal tank needs refilling but 
two or three times a week. Above burner 





is single-coil 5-in., copper tubing, 20 feet 
long, with pipe connections carried out- 
side for easy hook-up with water system. 
Special baffle inside coil gives maximum 
heat transmission. Asbestos-lined steel 
cylinder contains coil. Regular flue con- 
nection for chimney provided at top. 
Measures 41% in. x 18 in. x 15 in. over- 
all. Florence Stove Co., Gardner, Mass. 





Rose Lawn Sprinklers 
Catalog No. 34 


Describes and illustrates in actual colors 
the 1934 line of offerings. Price informa- 
tion, performance and illustrations of ac- 
tual use, are included in the folder. In 
addition to sprinklers, the folder shows: 
pipe-to-hose nipples; sprinkler heads for 
use on iron pipe fittings; “Ad-A-Spray,” 
designed for use in portable sprinkling 
systems; Rose Square Shooter, for water- 
ing square sections of lawn; irrigating noz- 
zles, shut-off cocks and Rose Big Horn, an 
ornamental sprinkler giving varying stream 
angles which give an artistic fountain ef- 
fect. Frank Rose Mfg. Co., Hastings, Neb. 





Coleman 1934 “Instant-Gas” 
Ranges Have New Features 


“Band-A-Blu” burner produces band of 
clean, clear-blue flame, said to be odorless 
and carbon-free. Has 20% greater heat- 
ing efficiency than previous high-powered 
Coleman burners, thereby giving lower 
operating cost. Said to give 50% wider 
range of cooking heat than previous Cole- 
man models, from lowest simmering flame 
to highest, hottest boiling flame. New two- 
way method of mixing gas and air insures 
perfect combustion and eliminates smoky 
vapor or gas odors while burning, says the 
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maker. Overlapping cap protects flame 
from boiled-over liquids. Dial type safety 
carburetor valve, fuel carburetion valve 
designed to give positive, visible fuel con- 
trol at all times. With fuel under air 
pressure and indicator turned to starting 
position on dial, valve changes gasoline 
into gas just as carburetors do on gasoline 
engines. Gas lights instantly at burner. 
Safety carburetor designed to prevent 
“trapping” of fuel, thus eliminating ob- 
jectionable heavy odors. Coleman gener- 
ator regular equipment on 1934 models. 
Positive shut-off valve in back of generator, 
out of heat and carbon zone. Needle auto- 
matically cleans gas tip when valve is 
opened and closed. Generator has stain- 
less steel inner core, special alloy steel 
tube, bronze valve stem, brass valve body 
and bakelite handle. One size fits all 
stove models of new series. All 940 series 
models equipped with “Everdur” fuel 
tanks, concealed artistically. Porcelain 
finishes in smooth and ripplestone effects; 
pleasing in color combinations, insulated 
ovens and broilers, concealed fuel tanks, 
novel and practical design. Wide selec- 
tion includes table-top, console, buffet and 
“skeleton” types. Sales helps available to 
dealers. Coleman Lamp & Stove Co., 
Wichita, Kan. 





Atlas Expansion Bolt 
Issues Folder 


Illustrating Atlas Expansive screw an- 
chors and stud type expansion bolts. Fold- 
er illustrates products and gives directions 
for their use as well as sizes and prices. 
Atlas Expansion Bolt Corp., 103 Lafayette 
St., New York City. 
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A Better Selling Job! 
Say Salesmen and Clerks 


You, too, will want 
to read “Chicago” 
LES 
POINTERS. 


How to overcome 
price competition 
on Roller Skates. Facts 
about Quality that will se- 
cure more profitable busi- 
ness. Features that Outsell 
All Others and win cus- 
tomer “good - will.” Also 
some interesting facts on 
Policy and Cooperation. 


Sales Pointers—Watch PROFITS Grow! 


We urge every Jobber and Dealer who is interested in helping their 
salesmen and clerks do a better selling job to send for as many 
SALES POINTER SHEETS as needed. ‘“‘Chicagos” will help build 
and increase your roller skate business—they do give honest value to 
consumer—and are more profitable to sell. Write us today! 


“CHIC AGoC” 


TRADE MARK REG.U.S. PAT. OFF. 

The Wheels are the “Heart of a Skate.” 
We stake our reputation on this fact—that 
“Chicago’’ Double Tread ‘‘Triple Wear’ 
Steel Wheel and Successful Rubber Tire 
Wheel give more miles per dollar than any 
other skate wheel made. We welcome your 
business. 


CHICAGO ROLLER SKATE CO. 


Established over 28 years 
4456 W. Lake St., Chicago, Ill. 
No. 75 The World’s Greatest Roller Skate No. 84 
























If the 
OPENING UP 


Comes Early? 


Any sign of revival in building activities is too im- 
portant —to the country at large, and to you—to 
neglect. 
Be ready to show and sell Rixson Hardware Specialties 
tomorrow. Everyone concerned with improvement is 
eager to get going—anxious to make an early start for 
what already promises to be the biggest Spring in 
years, 
If preparedness means fill in your stock and your 
sample lines of Rixson Hardware Specialties, tomor- 
row is not too soon to act. We will welcome your 
inquiries. 

THE OSCAR C. RIXSON CO., 


4450 Carroll Ave., Chicago, IIl. 
New York Office: 2034 Webster Ave. 


Philadelphia Atlanta New Orleans San Francisco 
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TREASURE 


Buried Where 
Digging’s Easy 
e+e 


AKE HARDWARE 
AGE your chart 
to help you find the 
way to increased sales. 


Ideas, tried and suc- 
cessful are deposited in 
the pages of each issue. 

A little light digging 
and they’re yours to use 
and profit by. 

The advertisers, too, 
offer helpful ideas to 
the wide awake hard- 


ware man. 
























Write for details about 


ugg Rope and 


Two quality products 
manufactured in the 

same factory with 

the same overhead 

( by a company 
& founded in 1883 


Ler us send you our 
complete proposition. We 
believe you will be greatly 
interested in our special 
offer. 


The 


ugg-ed Mowers 















E.T. Rugg Co. 


Manufacturers Since 1883 


Newark, Ohio 







The Black 
and Green 
Marker 


read 
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FLORENCE, S. C.: Who makes ma- 
chines for grinding automobile 
glass?—-Schofield Hardware Co. 

ANSWER: Lange Machine Works, 
150 N. May St., Chicago, IIl., and 
Sommer & Macca Glass Machinery 
Corp., 3600 S. Oakley Ave., Chi- 
cago, II. 

Risinc Star, Texas: Advise us 
who makes radiants for natural gas 
heaters.—Wilcox Hardware Co. 

ANSWER: General Ceramics Co., 
71 W. 35th St., New York, N. Y.; 
General Gas Light Co., Kalamazoo, 
Mich.; Welsbach Co., Gloucester 
City, N. J., and the Schuler Radiant 
Co., Monongahela, Pa. 


* ” * 


Dansury, Conn.: Where can we 
obtain Callahan’s soldering fluid? — 
H. E. Meeker. 

ANSWER: Geo. Callahan & Co., 
218 Front St., New York, N. Y. 


* * * 


INDEPENDENCE, lowa: Who makes 
the Justrite garbage pail?—Wood- 
ward Hardware Co. 

ANSWER: Justrite Mfg. Co., 2073 
Southport Ave., Chicago, III. 

(See p. 334, Sept. 28, 1933 H. A. 
Directory Number.) 


* s * 


Witumantic, Conn.: Provide 
names and addresses of several 
manufacturers of kerosene flare 
torches, as used on street work, etc. 
—The Hurley-Grant Co. 

ANSWER: R. E. Dietz Co., 60 
Laight St., New York, N. Y.; Con- 
solidated Iron & Steel Co., 1292 E. 
53rd St., Cleveland, Ohio, and To- 
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ledo Pressed Steel Co., Toledo, Ohio. 


* * * 


WATERVILLE, Maine: Who makes 
an electric sandwich toaster that will 
toast from two to twelve sandwiches? 
—Simpson-Harding Co., Inc. 

ANSWER: Waters-Genter Co., 
Minneapolis, Minn., and Drake Mfg. 
Co., 342 N. Water St., Milwaukee, 
Wis. 

. * * 

Boston, Mass.: Who makes the 
Century ice refrigerator? —J. B. 
Hunter Co. 

ANSWER: City Refrigerator Co., 
3701 So. Alameda St., Los Angeles, 
Cal. 

* * * 

Lake Orton, Micu.: Where can 
repairs for a shotgun made by the 
Union Arms Co., Toledo, Ohio, be 
secured ?—Speaker & Son. 

ANSWER: This is a special brand 
used by the Bostwick-Braun Co., 
Toledo, Ohio. 

NELSONVILLE, On10: Furnish name 
and address of the manufacturer of 
the game of Bingo.—Cable Co. 

ANSWER: William Rott, 53 E. 
9th St., New York, N. Y. 


* x * 


San Antonio, Texas: Who makes 
hard rubber faucets to be used for 
chemicals? —Specia Plumbing & 
Hardware Co. 

ANSWER: Luzerne Rubber Co., 
Dewey St., Trenton, N. J., and the 
American Hard Rubber Co., Howard 
St., New York, N. Y. 


* * * 


Montctrair, N. J.: Who makes 
Mark Time switches?—R. Mockler. 


Information regarding sources 
of supply as provided readers 
of Hardware Age by the Who 
Makes It? Editor is here pre- 
sented as an aid to others in the 
trade who may be seeking the 
same articles. The inquiries re- 
produced have been selected be- 
cause of their general interest 
to hardware merchants and buy- 
ers. This editorial feature in 
each issue supplements the ser- 
vice rendered by the ‘‘Who 
Makes It?” issue published on 
Sept. 28, 1933. When writing 
to the firms mentioned, state 
that you saw the product listed 
in Hardware Age “Who Makes 
It?” section or issue. 


ANSWER: M. H. Rhodes, Inc., 
Hartford, Conn. 


* * * 


ScarspaLe, N. Y.: Furnish name 
and address of the maker of Tarnoff 
auto polish—Walter A. Hoblin, 
Inc. 

ANSWER: Tarnoff Chemical Co., 
Cleveland, Ohio. 


* * * 


West DePere, Wis.: Provide ad- 
dress of L. Smith & Co., makers of 
colored glass ware.—Reinhard Hard- 
ware Co. 

ANSWER: L. E. Smith Glass Co., 
Mount Pleasant, Pa. 


* * * 


Montcomery, W. Va.: Provide 
address of the Vulcan Arms Co.— 
Fudge Hardware Co. 

ANSWER: This is a private brand 
of the Edward K. Tryon Co., Phila- 
delphia, Pa. 

& _ * 

NorFrotk, Va.: Who makes a 
cleaner known as Idico?—Crichton- 
Paxton Co., Inc. 

ANSWER: Idico Corp. of Amer- 
ica, 101 W. 31st St., New York, 
N. ¥. a & * 


Matonge, Fia.: Who make the 
Mascot range?—R. B. Beall. 

ANSWER: J. B. Slattery & Bro., 
Inc., 171 Wallabout St., Brooklyn, 
N. =; * - + 


Cuicaco, ILu.: Furnish address of 
the Trush Mfg. Co., makers of the 
Hydolator unit for use on hot water 
heating plants.—Chicago Retail 
Hardware Assn. 

ANSWER: H. A. Thrush & Co., 
Peru, Ind. 
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FOR INDOOR SHOOTING—onsivvnion 


roses GD A brand new 25-foot target, and the X-Ring Bullet Trap. 





Every shooter can now keep in practice during the winter months 
ES right in his own home. The 25-foot target is a reduction of the 
ie Standard American 20-yard target. Used with the X-Ring Trap 
/ ‘@ it is absolutely safe for the basement, attic or living-room. 





—/ Prop up your winter-time sales of ammunition and all shooting 
oe supplies by boosting this new combination. Samples of the 
25-foot targets sent free, on request, together with complete in- 
+ formation on the X-Ring Trap. 


~ | N.R.A. Service Co., 827 Barr Bldg., Wash., D.C. 


























UNRETOUCHED PHOTO 1” MESH NO. 20 WIRE 


Mu tipLe CONTINUOUS Twist by the 


Wright power looms gives regular e a MERICA 
hexagonal mesh, securely and perma- mapiiresunsiees 
nently locked in place. For Hardware and Supply Trades 


; ‘ We manufacture SHEETS of recognized reputation and 
Are you taking advantage of the new value. For roofing, siding, gutters, spouting, air con- 


ditioning systems and general sheet metal work, use 


Wright merchandising plan? Complete 
Keystone Copper Steel Sheets 


details on request. 








for lasting service and maximum Sheets, Heavy-Coated Galvanized 
Tesistance to corrosion. Insist upon Sheets, Formed Roofing and Siding 
AMERICAN Black Sheets, Keystone Products, Terne Plates, and USS 
G F WRIGH STEEL & . Quality Sheets, Apollo Best B!oom STAINLESS and Heat Resisting 
® ™ Galvanized Sheets, Galvannealed Steel Sheets. Write for information, 
W ORCESTER, MASSACHUSETTS - _—e 
’ AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 
H CHAIN LINK FENCE 
WIRE NETTING WIRE CLOT SUBSIDIARY OF UNITED Us STATES STEEL CORPORATION 
WIRE LATH WIRE CLOTHESLINES ~ § 





Good Window Displays««««««««« «««« «a « 


Do you realize that no one factor will And many dealers who require their own 
copy of Hardware Age find it highly profit- 
able to subscribe to extra copies for their 
sales force. 


draw people to your store like attractive 
window displays of seasonable merchandise? 


Hardware Age is continually reproducing The cost, $1.00 per year, is returned over 
such window displays—its representatives and over in better windows and increased 
are always on the lookout for new ideas. trade. 


HARDWARE AGE, 239 West 39th Street, New York City 
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CONVENTION CALENDAR 


Week of Jan. 21, 1934 

Texas Hardware and Implement Association Thirty-sixth An- 
nual Convention and Exhibit, Baker Hotel, Dallas, Tex., 
Jan. 23 to 25 inclusive, 1934. Dan Scoates, secretary, Col- 
lege Station, Tex. 

Minnesota Retail Hardware Association Thirty-eighth Annual 
Convention and Exhibit, Municipal Auditorium, Minne- 
apolis, Minn., Jan. 23 to 26 inclusive, 1934. C. J. Chris- 
topher, manager, Nicollett at 24th Sts., Minneapolis, Minn. 

Kentucky Hardware and Implement Association Annual Con- 
vention and Exhibit. Seelbach Hotel, Louisville, Ky., Jan. 
23 to 25 inclusive, 1934. J. M. Stone, secretary, Room 9, 
Seelbach Hotel, Louisville, Ky. 

IpaHo Retail Hardware and Implement Dealers’ Association 
Annual Convention, Bannock Hotel, Pocatello, Idaho, Jan. 
23 and 24, 1934. E. E. Lucas, secretary, N. 1811 Atlantic 
St., Spokane, Wash. 


Week of Jan. 28, 1934 


Soutn Dakota Retail Hardware Association Twenty-ninth 
Annual Convention and Exhibit and joint meeting with 
State Implement Assn., Coliseum, Sioux Falls, S. D., Jan. 
30 to Feb. 1 inclusive, 1934. C. J. Christopher, manager, 
Nicollett at 24th Sts., Minneapolis, Minn. 

Ox.aHoma Hardware and Implement Association Thirty-first 
Annual Convention and Exhibit, Masonic Shrine, Temple, 
Oklahoma City, Okla., Jan. 30 to Feb. 1 inclusive, 1934. 
C. F. Nelson, sec., 301 Key Bldg., Oklahoma City, Okla. 

InpIANA Retail Hardware Association Annual Convention and 
Exhibit, Lincoln Hotel, Indianapolis, Ind., Jan. 30 to Feb. 
2 inclusive, 1934. G. F. Sheely, managing director, 915 
Meyer-Kiser Bank Bldg., Indianapolis, Ind. 

Nationa Sporting Goods Distributors’ Association Annual 
Convention and Exhibit, Hotel Sherman, Chicago, IIl., Jan. 
29 to 31 inclusive, 1934. John Hatton, secretary, Kansas 
City Athletic Club, Kansas City, Mo. 

Paciric NortHwest Hardware and Implement Association An- 
nual Convention, Davenport Hotel, Spokane, Wash., Jan. 
30 and 31, 1934. E. E. Lucas, secretary, N. 1811 Atlantic 
St., Spokane, Wash. 


Week of Feb. 4, 1934 


PANHANDLE Hardware and Implement Association Annual 
Convention, Amarillo, Texas, Feb. 5 to 7 inclusive, 1934. 
C. L. Thompson, secretary, Canyon, Texas. 

NesrasKA Retail Hardware Association Thirty-third Annual 
Convention and Exhibit, Fontennelle Hotel, Omaha, Neb., 
Feb. 6 to 8 inclusive, 1934. George H. Dietz, secretary, 414 
Little Bldg., Lincoln, Neb. 

Ituinois Retail Hardware Association Thirty-seventh Annual 
Convention and Exhibit, State Arsenal, Springfield, Ill., Feb. 
5 to 8 inclusive, 1934. Paul Mulliken, managing director, 
1141 Merchandise Mart, Chicago, III. 

Wisconsin Retail Hardware Association Thirty-eighth Annual 
Convention and Exhibit, Auditorium, Milwaukee, Wis., Feb. 
6 to inclusive. George W. Kornely, exhibit manager, 3374 
N. Green Bay Ave., Milwaukee, Wis. H. A. Lewis, acting 
secretary, Stevens Point, Wis. 

Nortu Dakota Retail Hardware Association Annual Conven- 
tion and Exhibit, Feb. 6 to 8 inclusive, 1934. Leland- 
Parker Hotel, Minot, N. D., Exhibit: Parker Auditorium. 
Louise J. Thompson, secretary, Grand Forks, N. D. 

Orecon Retail Hardware and Implement Dealers’ Association 
Annual Convention, Multnomah Hotel, Portland, Ore., Feb. 
6 and 7, 1934. E. E. Lucas, secretary, N. 1811 Atlantic St., 
Spokane, Wash. 
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Week of Feb. 11, 1934 

Micuican Retail Hardware Association Annual Convention 
and Exhibit, Statler Hotel, Detroit, Mich., Feb. 13 to 16 
inclusive, 1934. Harold W. Bervig, secretary, 1112 Capital 
Bank Tower, Lansing, Mich. 

Iowa Retail Hardware Association Thirty-sixth Annual Con- 
vention and Exhibit. Sessions: Hotel Savery. Exhibit: 
Coliseum, Des Moines, Iowa, Feb. 13 to 16 inclusive, 1934. 
Philip R. Jacobson, secretary, Mason City, Iowa. 


CautrorniA Retail Hardware and Implement Association 
Thirty-third Annual Convention and Exhibit, Hotel Whit- 
comb, San Francisco, Cal., Feb. 13 to 15 inclusive, 1934. 
LeRoy Smith, manager, 417 Market St., San Francisco, Cal. 


New York State Retail Hardware Association Thirty-eighth 
Annual Convention and Exhibit, Hotel Syracuse, Syracuse, 
N. Y., Feb. 13 to 16 inclusive, 1934. John B. Foley, secre- 
tary-manager, 510 Hills Bldg., Syracuse, N. Y. 


Week of Feb. 18, 1934 

SouTHERN Ca.irorniA Retail Hardware Association Conven- 
tion and Exhibit, Shrine Civic Auditorium, Los Angeles, Cal., 
Feb. 19 to 21 inclusive, 1934. J. V. Guilfoyle, secretary, 230 
Chamber of Commerce Bldg., Los Angeles, Cal. 

Onto Hardware Association Fortieth Annual Convention and 
Exhibit. Sessions: Deshler-Wallick Hotel. Exhibit: Mem- 
orial Hall, Columbus, Ohio, Feb. 20 to 23 inclusive, 1934. 
John B. Conklin, secretary, 175 S. High St., Columbus, Ohio. 

Missourt Retail Hardware Association Convention and Exhibit, 
Hotel Jefferson, St. Louis, Mo., Feb. 20 to 22 inclusive, 1984. 
F. X. Becherer, secretary, 5106 N. Broadway, St. Louis, Mo. 

VircintA Retail Hardware Association Annual Convention, 
John Marshall Hotel, Richmond, Va., Feb. 20 and 21, 1934. 
Thos. B. Howell, sec., 602 E. Broad St., Richmond, Va. 

Connecticut Hardware Association Annual Convention, 
Hotel Elton, Waterbury, Conn., Feb. 21 and 22, 1934. 
Charles F. Freeman, secretary, Branford, Conn. 


New Encianp Hardware Dealers Association 41st Conven- 
tion and Exhibition, Mechanics Bldg., Boston, Mass., Feb. 
21 and 22, 1934. George A. Fiel, secretary, 140 Federal 
St., Boston, Mass. 


Week of Feb. 25, 1934 
PENNSYLVANIA AND ATLANTIC SEABOARD Hardware Associa- 
tion Convention and Exhibit, Wm. Penn Hotel, Pittsburgh, 
Pa., Feb. 27 to March 2 inclusive, 1934. W. Glenn Pearce, 
managing director, Wesley Bldg., Philadelphia, Pa. 


Week of March 4, 1934 
American Oil Burner Association Eleventh National Oil Burner 
Show, Commercial Museum, Philadelphia, Pa., March 5 to 9 
inclusive, 1934. Harry F. Tapp, executive secretary, 342 
Madison Ave., New York, N. Y. 


Week of April 8, 1934 
AMERICAN Toy Fair, Hotel McAlpin, New York, N. Y., April 
9 to 28 inclusive, 1934. James L. Fri, managing director, 
200 Fifth Ave., New York, N. Y. 


Week of June 3, 1934 
MississipP1 Retail Hardware and Implement Association An- 
nual Convention and Exhibit, White House Hotel, Biloxi, 
Miss., June 4 to 6 inclusive, 1934. John F. Jennings, secre- 
tary, Box 846, Jackson, Miss. 
Carotinas—The Hardware Association of the Carolinas An- 
nual Convention, Franklin Hotel, Spartanburg, S. C., June 
5 to 7 inclusive, 1934. Arthur R. Craig, secretary-treasurer, 
803 Commercial Bank Bldg., Charlotte, N. C. 
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| Repairs Unsightly Chipped Porcelain | Always a Big Seller! | 


Tilette Liquid Porcelain 















Glaze repairs unsightly ® 
chloe in oe “Keep-Em-Alive” 
namel in a e e ° 
on Tubs, Lavatories, Re- Chain Fish Stringer 
16 frigerators, Drain- 
boards, Washing Ma- On the market 17 years. Na- 
al chines, Table Tops, etc. tionally advertised. Sold by 
) Ready for use, water- jobbers everywhere. 
proof, dries — — 
a permanent porcelain Now Mad 
n- gloss. In 1 oz. Jars, a i SWIVELS 
it: packed 12 to attractive 
. counter display. Quick No tangling. Holds each 
4. seller. Liberal profit. fish with a safety-pin hook. 
Ask your Jobber to sup- Keeps the fish alive as well 
ply you. If he cannot, as R." “ ee. 
- write to us, 25¢ seller yp Me Arvo 
ndtcate 
“ TILETTE CEMENT CO., INC. henge poorer 
4 401 Lafayette St., New York Your Jobber 
1115 Temple Street 
il. Los Angeles, Calif. MILLSITE STEEL & WIRE WORKS 
th OWELL, MICHIGAN 
e THE MOST 
e- Customers want more 





Wherever our small counter displays, hold- WI DELY 


ing one dozen packets of the new 
hicaee ADVERTISED 




















































Back of Nicholson Files, or rather 
¥ Al min P h Pin FI LES in front of them, is the most 
u um us “ S comprehensive advertising cam- 
id mone — wag sage sales followed. Everyone . paign devoted to any single tool. 
n- likes them to hang things to walls, because they 
4. won’t break when used with a hammer. _ a advertising create sales 
In Window- “ 
Oo. 
t 6 for 10 CeNtS Front Packets At your jobber’s. Nicholson File 
4, Your Jobber will supply you Company, Providence, R.1.,U.S. A. 
" MOORE PUSH-PIN COMPANY hotso, 
s 113-125 Berkley St. Philadelphia, Pa. Gen Genulee NICHOLSON F ILES 
4, ee 
. Steel Brick and Mortar Hods aes 
4. ° 
(VULCAN) 
MARK ¢ 
n- REG.V.6. PAT. OFR senionks es 
b. tric Solderin 
Irons an 
. other Electri- 
eally Heated 
Appliances. 
2e"ni2” + ise” deep. 22 a10'aT” deep 
a- a been ~~" for years because of -_ strength FASTEST SOLDERING 
and lightness. No dripping onto the user’s back. 
‘ and lightness. No dri LOWEST SOLDERING COST 
e, Present Prices Will Interest You VULCAN ELECTRIC COMPANY 
THE CLEVELAND WIRE SPRING CO aden ese 
E. 38th St. and Hamilton Ave. Cleveland, Ohio NEW YORK, N. Y. 
r WELL AND FAVORABLY KNOWN FOR 25 YEARS 
9 
2 Sere 
asy C d Northwest 
bea rown an ortnwestern 
sind H Hoof 
' ee... orse 00 
r, SAMSON CORDAGE WORKS . 
BOSTON, MASS. Nails Pads 
S ASH CORD A Standard of Resilient 
., of Quality Rubber 
i, SAMSON SPOT, PHOENIX and SACHEM brands Uniform, preci- wy - weering 
>. each the standard of quality for its particular use. sg ae ate ee lightest specific 
"There IS a Difference in Sash Cord”’ efficient shoeing better gait and 
" ' and lasting Os more energy. 
OTHER BRAIDED CORDS: COTTON TWINES satisfaction of Uy, Ask for _ illus- 
e your customers. ‘ trated folder. 
Send for catalogue, samples and selling information ‘i ‘ a oa 
ie vga = EOS “ne Fowler & Union Horse Nail Co. “a ur 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 











Use the “Classified Opportunities Section’? to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Help Wanted,” “Business Oppor- 

tunities,” ‘“‘Saies Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 





Set Solid, Minimum of 50 words... ..$3.00 
Each additional word.........+-+-- 06 

All Capitals, Minimum of 50 words.. 4.00 
Each additional word.........++++ 06 

Allow Seven Words fer Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RATES 
1 imch ....cccccccsees coccccccc c OS. 
Each additional "ineh eveccccccccces 400 





Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 


ments. 





HAKDWARE AGE is published every other 
Thursday. Classified forms close Nine Days 
oe to date of publication. 





dress your advertisements and repiies te 
HARDW RE AGE, Classified Opportunities, 
239 West 39th St., New Y City. 








BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 


POSITIONS WANTED 





WANT TO BUY HARDWARE STORE for 
less than $5,000, within 250 miles of New York 
City. Give location, population and size of store. 
Also sales and average stock of past year, and 
stock now on hand. No brokers. Address Box 
B-316, care Harpware AGE, New York City. 





FOR SALE—-HARDWARE AND DEPART- 
MENT STORE. A business that is really mak- 
ing money. The only hardware store in a town 
of 15,000. A good farm and textile trade. 
Things are humming down here. Clean stock. 
Corner location. Cheap rent. Inventory about 
$3,800. Cash. No trades. Address Freeman 
Hardware Company, Phenix City, Alabama. 











SALES ACCOUNTS WANTED 


SALES ACCOUNTS WANTED “TODAY’S 
SALES” — MANUFACTURERS _AGENTS — 
“INTENSIFIED SALES SERVICE” WE 
COVER MARYLAND AND THE DISTRICT 
wa COLUMBIA THOROUGHLY. IF YOU 





CORRESPONDENCE AND INVESTIGATION 
INVITED. ADDRESS—“TODAY’S SALES,” 
207_ NORTH CALVERT STREET, BALTI- 
MORE, MARYLAND. 





_ FACTORY Ey marmalade — SOUTH- 
EASTERN STATES—wants staple lines that 
repeat. Travel in car, carry samples, have big 
following among hardware wholesalers and retail- 
ers. Have ccvered territory eight years. Here is 
your opportunity to secure real high-grade repre- 
sentation and adequate distribution of your prod- 
ucts. Address Box B-322, care of HARDWARE 
Ace, New York City. 


NEW_LINES WANTED—OLD AND ES.- 
ABLISHED MANUFACTURERS’ REPRE- 
SENTATIVES WITH MANY YEARS OF 
SUCCESSFUL SELLING EXPERIENCE IN 
THE SOUTH AND SOUTHWESTERN 
STATES DESIRES ONE OR TWO NEW 
Lines ON _ SALARY OR COMMTSSION 
BAS WE COVER THIS TERRITORY 
WITH MEN WHO KNOW_THE TRADE 
AND ARE CAPARLE OF GETTING YOU 
BUSINESS. ADDRESS ROX B-321, CARE 
OF HARDWARE AGE, NEW YORK CITY. 





Te) 








SALES REPRESENTATIVES WANTED 





SALESMEN WANTED — TO SELL 
SHEARS, scissors, snips and manicure items 
to jobbers and related outlets, also Department 
Stores. Straight commission basis. No objection 
to carrying additional non-conflicting lines. Ter- 
ritories open: Western Pennsylvania, New Jersey, 
Virginia, West Virginia, Ohio, Indiana, Ken- 
tucky, Tennessee, North Carolina, South Caro- 
lina, Georgia and Florida. Address The Henkel 
Company, Fremont, Ohio. 


WANTED: SALESMAN TO SELL AT- 
TRACTIVE line of dog harness and dog collars 
to the retail hardware trade. Can be carried 
as a side line. Give territory covered and refer- 
ences in first letter. Perkins-Campbell Company, 
Cincinnati, Ohio. 





SALESMEN COVERING HARDWARE 
AND PAINT DEALERS in the South and 
Western States to sell on commission a high-grade 
line of paint brushes. Only those with estab- 
lished trade need apply. State age, experience 
and previous record. Address Box B-320, care 
of Harpware AGE, New York City. 


MANUFACTURER WILL GIVE EXCLU- 
SIVE TERRITORY in Massachusetts to right 
man with established clientele among hardware 
trade. Line well established, great repeater. 
Must furnish unquestionable references. A won- 
derful sideline and a money maker. Give all de- 
tails in first letter. Address Box 183, Hoosick 
Falls, N. Y. 


DISTRIBUTORS WANTED FOR EXCLU 
SIVE TERRITORIES in the United States and 
Canada. Five items for retail and wholesale hard- 
ware dealers, druggists, department stores, sash 
and door mills and chain stores. Items beat com- 
petition in price or performance; good repeaters. 
Give full particulars in first letter. Address Box 
B-314, care Harpware AGE, New York City. 


IMPORTER OF CZECHOSLOVAKIAN 
GLASS liqucr and wine sets wants salesmen for 
exclusive territory on a liberal commission kasis. 
Men to call on department stores, retail house 
furnishing and glassware concerns, also jobbers 
in the same lines. Excellent side line and_also 
good for resident salesmen in large cities. Replv 
stating territory covered and experience. Ad- 
dress Kirsh and Kirsh, Inc., 167 Madison Ave.. 
New York City. 


LEADING MANUFACTURER OF A STA- 
PLE PRODUCT sold by all hardware and de- 
partment stores, from March to September, wants 
commission salesmen for Minnesota, Iowa. Wis- 
consin, Indiana, Missouri and Michigan. Volume 
is considerable. Full credit given on all repeat 
orders. A very unusual onportunity. Men of 
good character and with established following can 
build good yearly income. References will be 
required. Address Box 7527-A, care of Harp- 
ware Acer, 802 Otis Bldg., Chicago, Illinois. 




















POSITIONS WANTED 


HIGH CLASS GO GETTER WITH over 
twenty years’ experience in calling on jobbers 
of hardware mill and oil well supplies in Southern, 
Southwestern and Pacific Coast States desires a 
connection with manufacturer to travel any of 
above territory. Can furnish best of references 
as to ability and reliableness. Address Box B-295, 
care of Harpware Ace, New York City. 








MR. MANUFACTURER—A LIVE. WIRE 
sales executive with many years’ experience in 
the selling field desires connection with reliable 
manufacturer as sales manager. Have wide 
acquaintance with the wholesale hardware trade, 
and mill supply jobbers all over the United States. 
Best of references. Address Box B-305, care 
Harpware Ace, New York City. 


NOW AVAILABLE A THOROUGHLY EX- 
PERIENCED SALESMAN, 15 years with lead- 
ing manufacturers as salesman, 2 years as Sales 
Manager. Wide acquaintance with the better 
buyers of tools and hardware. Personal sales 
in excess of $300,000.00 per year. Unquestioned 
Reference. Address Box B-309, care Harpware 
Ace, New York City. 








MANUFACTURER WANTS A FEW MORE 
SALESMEN or distributors calling on hardware 
and plumbing trade, wholesale and retail. Few 
territories open. G side line going big. Every 
woman wants one. Should make $6.00 per day. 
Address Dept. 2, 890 St. James Ave., Spring- 
field, Mass. 
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SALESMAN OPEN FOR A PROPOSITION 
to represent a manufacturer in Chicago and sur- 
rounding territory. Well known with the utili- 
ties and trade alike. Can furnish the very high- 
est references as to sales ability, honesty, etc. 
aaa. Box 7520-A, care Harpware Ace, Chi- 
cago, 








Hardware Personnel 


FOR THE HARDWARE 
AND 
ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
ean successfully fill any position listed below. Well 
recommended and trained in their occupations. 
MANAGERIAL DEPARTMENT 

Assistant managers, department managers. 
SALES DEPARTME 

Assistant sales manager, salesmen, inside and 

— sales correspondents, price clerks, order 


PURCHASING DEPARTMENT 
Buyers, pick up boys. 
OFFICE MANAGER 
Cashier, bookkeeper, stenographers, clerks, mail 


clerks. 
SHIPPING DEPARTMENT 
Shipping clerks, assistants, truck or chauffeurs, 


porters. 
stock DEPARTMENT 
men, order pickers. 
ADVERTISING AND PUBLICITY 
Catalogue compilers, circular layout men, me- 
chine operators 
CREDIT DEPARTMENT 
Credit men, assistants, collectors. 
BILLING DEPARTMENT 
Pricing clerks, billing machine operators. 
RETAIL DEPART 
Managers, assistants, cashiers, counter clerks, 
store salesmen, store boys, shipping clerks, re- 
ceiving clerks, locksmiths, repair men. 


NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


This is the only employment agency which special- 
izes in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York Cily 
Wis. 7-1802, 1803 











YOUNG MAN, 21, EXPERT LOCKSMITH, 
experienced hardware clerk and general repair 
man, will work anywhere. Address Isidore 
Polonsky, 364 South First St., Brooklyn, N. Y. 





TRAVELING SALESMAN HAVING 
BROAD ACQUAINTANCE and several years’ 
experience ir calling on the hardware and jobbing 
trade in Ohio, Indiana, Kentucky and West Vir- 
ginia, is desirous of making a good sales connec- 
tion with some reliable manufacturer. Unques- 
tionable reference can be furnished. Address 
Box B-315, care HArpwArE AcE, New York City. 





HARDWARE MAN— —forty-three years old, 
sober and industrious, twenty years’ experience in 
wholesale and retail hardware, open for a posi- 
tion with reputable retail firm where work and 
integrity will be rewarded. Can furnish first- 
class references as to honesty and ability. Will 
go anywhere, middle West or South preferred. 
Address Box B-239, care Harpware Ace, New 
York City. 





SALESMAN AND EXECUTIVE WITH UN- 
USUAL RECORD of accomplishments as_ man- 
ager of general hardware and mill supply house, 
also as traveling salesman and sales executive of 
hardware jobber, is seeking connection with either 
retailer, wholesaler or manufacturer. Thoroughly 
experienced merchandiser and_ store engineer. 
Capable of assuming responsibility, and getting 
results. Address Box B-317, care of HARDWARE 
AcE, New York City. 
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e INDEX TO ADVERTISERS e 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 





A 

Allien & Co, Ine., SL. ...... 
Aluminum Goods Mfg. Co. .... 
American Chain Co. 
American Fork & Hoe Co. 
American Gas Machine Co. 
American Safety Razor Co. 
American Screw Co. .......... 
American Sheet & Tin Plate Co. 
American Steel & Wire Co. ... 
American Weekly 
American Window Glass Co. 
Ames Baldwin Wyoming Co. 
Animal Trap Co. of America.. 
Arcade Mfg Co. 
Armstrong Bros. Tool Co. 
pS a eee 
Atlas Tack Co. 


Babcock, W. W., Co. 
Ballonoff Metal Products Co. .. 
Bassick Co. 
Bemis & Call Co. 
Bethlehem Steel Co. 
Bissell Carpet Sweeper Co. .... 
Blaisdell Pencil Co. 
Bommer Spring Hinge Co. 

Boston Woven Hose & Rubber 


Gee scncuenesancugneosescen 
ee Tb, TE: 4s ccacsesece 
Brey & Krause Mfg. Co. ...... 
DME So Cac dutedensecneae 
RII GR. oct nccscccccecs 
Burgess Battery Co. ....00c00 

Cc 
CORO TERE Ge. occ cicccctinns 
> eee ae 
CORO GR. sisieciwccwescicmas 
Chicago Paint Works ........ 


Chicago Roller Skate Co. ..... 
Chicago Spring Hinge Co. 

Cincinnati Fly Screen Co., The 
eee Be GA. cess vccccss 
Clancy, Inc., J. R. 
Clark Bros. Bolt Co. 
Clarke Sanding Machine Co. .. 
Clemson Bros., Inc. 
Cleveland Cleaner & Paste Co. 


Cleveland Wire Spring Co. .... 
Climax Cleaner Mfg. Co. ..... 
Cloquet Mfg. Co. ..cccccccees 
Cee TR Sy. nc56.0.ti0.0:6:6:0:5 


Coleman Lamp & Stove Co. ... 
Columbian Rope Co. 
Continental Screen Co. .... 

Continental Screw Co. ........ 
Continental Steel Corp. 
Corbin Cabinet Lock Co. 
Corbin Screw Corp, ......+-.- 
Corning Glass Works 
Coulson Heel Co. ........++-- 
Crescent-Davis Arms Corp. .... 
Curtis Screw Co., Inc......... 
Cyclone Fence Co. 


D 


| Dazey Churn & Mfg. Co. 
Devlin Mfg. Co., Thomas 


~ | DeWitt Operated Hotels ...... 


| Diamond Calk Horseshoe Co. .. 


~ | 


Dietz Co., R. E. 
Disston & Sons, Henry ....... 
Domes of Silence 
Dreadnaught Sanders 
Duluth Show Case Co......... 


Du Pont de Nemours Co., The 
E 

8 sree 

Easy Washing Machine Corp... 

Edison Lamp Works .......... 

TA G. ayck-viccoconcsen 


Electric Refrigeration Bureau. . 
Everedy Co. 


Fansteel Products Co., Inc. ... 
Fate, Root, Heath Co. 


Florence Stove Co. 
“Fowler & Union Horsenail Co... 
Frund Rubber Co. ............ 


G 


General Electric Co., Nela Park 
Gilbert & Bennett Mfg. Co. ... 


Gillette Safety Razor Co. ..... 
Gold Metal Folding Furniture 

SOC LS SE POP ee Peer 
Goldsmiths Sons, P. .......... 


Goodyear Tire & Rubber Co. .. 
Grasselli Chemical Co., Inc. ... 
Greenfield Tap & Die Corp. ... 
Griffin Mfg. Co. 


H 
Hamilton Beach Mfg. Co. ..... 
Hanover Wire Cloth Co. ...... 
Harrington, Hotel .......cccecs 


PN Gh, Ws Ge kk 6bccinsenes 
Hess & Hopkins Leather Co. .. 
Hill Clothes Dryer Co........ 
| Hoeft & Co., Inc. ............ 

Hoover Steel Ball Co. 
| Hoppe Inc., Frank A. ......... 
atta TER: GOs hsccieweessace 


I 


Independent Lock Co. ........ 
Indiana Steel & Wire Co. ..... 
Ingersoll-Waterbury Co. 
Irwin Auger Bit Co. .......... 
Pets Ce, Be ow atnnscaswene 


K 


Kellogg & Sons, Inc., Spencer. . 





Keystone Steel & Wire Co. ... 


| Kingston Products Corp. ...... 


19 
79 


oo 
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= 


Radiant 


Reet & BGs, Bs icc cccsicccss 
Raenp Monarch Co.. ...2...0.. 


L 
Landers, Frary & Clark 
Lionel Corp. 
Lufkin Rule Co. 


McKinney Mfg. Co. .......... 
Mansfield Tire & Rubber Co. .. 
Master Lock Co. 
Beewtanm Ge, TRO iccccscceecs 
Metal Sponge Sales Corp. 

Mid-States Steel & Wire Co. .. 
Miller, Inc., Robert E. ........ 
Millsite Steel & Wire Works .. 
Moore Push Pin Cd. 2.2.22. 
Moulton Ladder Mfg. Co. 
Myers & Bros. Co., F. E. 


N 
NN. B. A. Sepvioe Ca. icccicces 


Nashua Package Sealing Ma- 
Ge GE Sats ckveccasaaeece 


National Carbon Co., Inc. ..... 
Matietal TAGE CW, 6 o6.0060.56-06: 
rationed BEG: Cie. oc iccicccesies 
Nicholson File Co. ..ccccecce 
North & Judd Mfg. Co. ...... 


Northwestern Barb Wire Co... 


Cubere Bite. CO. oc cavssccace 
ig 

Palatine Industrial Co., Inc. ... 
Patent Novelty Co. 
Penn Hotel, Wm. 
Perfection Stove Co. 


Peters Cartridge Gai. 6.600.040 0:0: 
Pittsburgh Plate Glass Co. .... 
Pittsburgh Steel Co. 
Plumb, Inc., Fayette R. 
Plymouth Cordage Co. ........ 
Inc., H. K. 
Progressive Mfg. Co. 


wetter, Tats Ths. Ths. 600000005: 


R 
Products, Inc. 
Railway Express Agency 
Raybestos-Manhattan, Inc. (Ray- 

bestos Div.) 
Reg’lar Fellers 
Remington Arms Co., Inc. 
Republic Steel Co. (Upson Nut 

BED 4.434-40805060000 50005 
Reynolds Wire Co. ......e+ee. 
Rixson Co., Oscar C. 
Rochester Sash Balance Co., Inc. 
Ruby Chemical Co. 
Rugg Mfg. Co., The E. T. .... 
Russell, Burdsall & Ward Bolt 

& Nut Co. 

Russell Electric Co. 
Russia Cement Co. 


‘| Westinghouse Lamp Co. 


Sallee Bros. 
Samson Cordage Works 
Sands Level & Tool Co. 
Sandvik Saw & Tool Corp. .... 
Savage Arms Corp. 
Schalk Chemical Co. 
Schatz Mfg. Co. 
Shapleigh Hardware Co. 


cil Co. 
Sherman Mfg. Co., H. B. 
Sherwin-Williams Co. 
Signal Electric Mfg. Co. ...... 
Silver Lake Co. 
Simmons Hardware Co. 
Smith, Inc., Landon P. 
Smith & Son, Seymour ........ 
Solar-Sturges Mfg. Co. 
Standard Tool Co. 
Stanley Works 
Star ett Piste GOs oc socsscewe 
Stevens Arms Co., J. 
Stewart Iron Works, Inc. 
Sun-Glo Lamp Works, Inc. 
Surlox Mfg. Co. 
Swan Rubber Co. 


i 

| Taylor Instrument Co. 
Thermoid Rubber Co. 
Tilette Cement Co., Inc. ...... 
Tubular Rivet & Stud Co. 
Tucker Duck & Rubber Co. ... 


U 
Union Hardware Co. 
United States Rubber Co. 
| U. S. Stamping Co. 


Valentine & Co. 
Vaughn Novelty Mfg. Co., Inc. 
Electric Co. 


Vulcan 


WwW 
Wabash Appliance Corp. .. 
Walker-Turner Co., Inc. 
Warren-Telechron Co. 
Western Cartridge Co. 
Westinghouse Elec. & Mfg. Co. 


Wickwire Bros. 
Williams Co., The 
Winchester Repeating Arms. Co. 
Wooster Brush Co. 
Worthington Co., Geo. 
Wright Stee? & Wire Co., G. F. 





Yy 
| Yale & Towne Mfg. Co 
| 


| 


Z 


7 | Zenith Machine Co. 


Sheffield Bronze Powder & Sten- 


79 


67 


82 


69 





THE ADVERTISERS INDEX is 





blished a 


8 a conveni and not as a part of the advertising contract. Every 
No allowance will be made fur errors or failure to insert. 


care will be taken to index correctly. 





e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED 


HELP WANTED 


HELP WANTED 





TWO HUNDRED 
many new accounts. 
Each the best in 
expert salesmanshi 


want business—I can get it. 
state full details. 
non-rated concerns. 
Harpware AGE, 


JANUARY 18, 1934 


NEW ACCOUNTS IN 
TWO MONTHS—lIn two months I opened that 
Each account well rated. 
in the community. ) 
and good health did it. If 
you have the product, competitively priced, and 
i i When replying 
Absolutely not interested in 
Address Box B-318, care of 
ew York City. 


Personality, 


position offered. 
Give age, 





experience, 
following and territory covered. 
Cordage Company, Dayton, Ohio. 


HARDWARE AND IMPLEMENT SALES- 
MAN—Excellent proposition for a man calling on 
hardware and implement stores to sell a high 
grade binder twine and manila rope. 
Liberal commission and bonus. 
whether you have dealer 


eral 


Permanent 
only. 


Address Atlas | apply. 





lowing in sections mentioned. 


requires 
to cover Suffolk County, 


LARGE WHOLESALE HARDWARE AND 
HOUSEFURNISHING HOUSE 
salesmen 
chester, Connecticut, New Jersey, Hudson, Essex, 
Union, and Bergen Counties. 
Must know line thoroughly and have fol- 
None other need 


sev- 
West- 


Commission basis 


Address Box B-319, care Harpware AcE, 


New York City. 


81 








HILL CLOTHES DRYER CO., Inc. 


Manufacturers 

of the famous: 
Hill Champion, Eureka 
Atlas Style D 
Spartan Style H 

and Roof Dryers 


HILL 


CLOTHES DRYER CO., Inc., Worcester, Mass. 


New York Distributor 
H. Kornahrens, Inc. 





WE DO OUR PART 


MOULTON LADDER 


Every Step a Safe Step 
Profitable Sellers——Always Satisfactory 
COLUMBIAN STEPLADDER as 
shown. Strong and durable. Has 4% 
in. steel rod under each tread. Gal- 
vanized double ears. Cadmium plated 
hardware. Sides 25 ins. Legs 1% ins. 
Treads 3% ins. Sizes: 4 to 12 ft. incl. 

Wot. approx. 2! Ibs. per ft. 
WESTERN STEPLADDER — Full 
rodded with single galvanized ears. 
Black hardware. Sides 25 ins. Legs 
1% ins. Treads 3% ins. Sizes: 4 to 
8 ft. inc. Wgt. approx. 2 Ibs. per ft. 
Slightly lower in price than the 
Columbian pattern. Also other pat- 
terns. 


Send for Literature and Trade-prices. | 


THE MOULTON LADDER MFG. CO. 


Somerville Mass. 


—> 











OFAIN TAPES— 
RULES and TOOLS 


In distributing them the dealer sells perfect 

satisfaction in the form of accurate mark- 

ings, easy, convenient operation and long 
service. Handle them with confidence. 


Send for Catalog 


THE [UFKIN foULe (0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 





U. S. 
NEW CATALOGUE 


-FOR 1934..... 
NUMBER 10 
A DICTIONARY OF ENAMELED WARE 


YOU CANNOT RUN YOUR 
BUSINESS WITHOUT IT. 
WRITE FOR YOUR COPY NOW. 


NEW IDEAS . . NEW ITEMS . . NEW DESIGNS 
UNITED STATES STAMPING COMPANY 


QUALITY ENAMELED WARE MOUNDSVILLE, W. VA. 














Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 











Domes of Silence 
for Metal Beds 


(Rubber Cushioned ) 


Quickly inserted in bed posts. Spring 
tension prevents DOME slipping out. 
Cushions shocks and jars. Permits 
easy, noiseless moving of bed. Will 
not injure floors or rugs. In great 
demand. 3 sizes: 1.9", 1” and %”. 
In sets of 4 to retail profitably at 60 
cts., 45 cts. and 40 cts. per set. Bulk 


We protect the packing—12 sets to a carton. 
Hardware Job- P a - 7 


ber and_inde- H 
= A ag @ Domes of Silence, Inc. @ 


chant 35 Pearl Street, New York City 

















EP we~- tes SE 


To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 


the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 









AN attractive, fast-moving 
item. Descriptive folder 
and prices 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT CONN. 


from your 


: 7 >. , 
= -r* Rou Oo¢ aloe 
5 ie iy asersras 
—2, 
¢ hy %! 





HARDWARE AGE 
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“WHEN THEY CHANGED 


FROM sips TO MANY 


DEALERS MADE MONEY 





N OW that farmers are changing from 
old-fashioned galvanized to MID-STATES 
GALVANNEALED Copper- Bearing 
FENCE many fence dealers are making 
substantial profits. There is as much dif- 
ference between old-fashioned ordinary 
galvanized fence and the weather- proof 
MID-STATES GALVANNEALED FENCE 
as there is between a horse and buggy 
and a modern automobile . . nevertheless 
Mid-States Fence costs no more than 
other standard fences. Farmers are de- 


manding these 





profitable Mid-States Items—Field Fence, - 
Poultry Fence, Lawn Fence, Gates, Steel 
Posts, Barbed Wire, Bale Ties, Fence 
Stretchers, Nails, Staples and Sheet Metal. 


WRITE FOR OUR GENERAL CATALOG 


MID-STATES STEEL & WIRE CO. 


Crawfordsville, Ind. 





JANUARY 18, 1934 














STAY NLESS 






More Super Speed 
STAYNLESS 


HEN Winchester told you a year ago what the new Winchester 
Super Speed STAYNLESS long range shot shells were like, 

you ordered them. 
New numbets in a line like Winchester STAYNLESS Ammuni- 
tion are bound to sell. The test comes when the customers buy again. 


















Not only did the hunters buy more and more of the astonishingly 
far-reaching, clean-killing yet light-kicking new Winchester Super 
Speeds. They brought in and sent in their buddies—neighbors—and 
strangers too! To get those good shells. 

There’ll be MORE demand this year. So get ready. Order plenty. 
* For all average hunting, order regular Winchester 
San Leader, Repeater and Ranger STAYNLESS—famous 
for satisfaction—the pioneer non-corrosive shot shells. 


WINCHESTER 


TRADE MARK 


x WINCHESTER REPEATING ARMS ay 
NEW HAVEN Department 40-T CONN., U.S. A. 


HARDWARE AGE 











